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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 
THIRTY-SEVENTH PAPER. 


After seven years of farming, 
more or less intense, there came a 
desire to be an advertising agent 
again—in fact, instead of only in 
name—and I began to be a more 
regular occupant of my desk, at 
the office; although I by no means 
thought of surrendering the four 
months’ vacations I had granted 
myself in the year 1871, and lat- 
terly extended to cover pretty 
nearly the whole twelve. I had 
kept a lodging place in the city, 
during all the frequent and long 
absences, and at the time of the 
great blizzard, in March, 1888, 
was snugly domiciled in the best 
suite of rooms the Union League 
Club afforded. Perhaps it was 
from the walls of those very 
rooms that I acquired the literary 
style shown in the construction of 
these reminiscences, for before I 
secured them they were long oc- 
cupied by James R. Osgood, who 
had succeeded to Ticknor & 
Fields, the oldest and best of 
Boston’s publishers of high grade 
literature; and after me, and in- 
terchangeably with me, domiciled 
General Horace Porter, until our 
country sent him to represent it in 
Paris, and to resurrect the body of 
Paul Jones; and after him came 
that Mr. Frank A. Munsey, the 
inventor or discoverer of the ten 
cent magazine, and whose litera- 
ture is of a grade that nobody can 
deny. ‘The last time I was privi- 
leged to occupy one of these 
rooms I found it regularly assign- 
ed to Col. Pope, who made bicy- 
cles famous, and is now exploiting 


No, 11 


One of the rooms, 
in my time, looked on a little 
balcony; and, by. opening the 
French windows, it was possible 
to set a chair out in the open air, 
and from it watch the life in Fifth 
Avenue, through the blue smoke 
of a cigar. I had retired to bed, 
at midnight, the night*before the 
blizzard. It was raining and the 
air was close—so the French 
window was allowed to stand ajar 
like an opened door. When I 
awoke, there "was a snow-drift 
across the room, about two feet 
wide and in height like a wedge, 
thin at the farther end, three feet 
thick by the window, but with the 
symmetry vastly marred by bend- 
ing over the bed, that stood in 
its range, and carried at least a 
hundred pounds or half a dozen 
bushels of the white crystals that 
covered the city. After escalad- 
ing the snowy ridge, and getting 
into every-day wear, and outside 
of a breakfast, I hardly realized 
that anything special had happen- 
ed; and, as the weather was cer- 
tainly not of the best, I ordered 
a coupe, to take me down town— 
just as though coupes grew on 
bushes and could be had by reach- 
ing out a hand—and it so happen- 
ed, queer as it was, that although 
men who were before, and those 
who came after me, failed utterly, 
my demand was responded to, 
without the least delay, and I 
started for No. 10 Spruce street, 
wihout realizing that anything 
very extraordinary had _ taken 
place. Before getting there, how- 
ever, I began to take notice, and 
by the time of arrival, had con- 
cluded I should be worse than an 
idiot, if I parted with that cab- 
man and his comfortable vehicle 
before he should leave me again 


automobiles. 
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at the still more comfortable 
lodging, from which he had 
brought me. I gave him a five 
dollar bill—to put in his pocket— 
told him to seek shelter some- 
where, feed his horse, and 
come for me at three Pp, Mm. It 
was then about eleven in the 
morning. Well, at three o’clock 
he came, returned me to the club 
house, in perfectly good order and 
condition, being no more than 
two hours and a half in getting 
there; and it was not until some 
days after, that I began to realize 
how lucky I had been. I have 
never since seen a man who se- 
cured a ride both down and up- 
town that fearful day; and our 
great man, Roscoe Conklin, was 
by no means the only one who 
lost a life through efforts to buf- 
fet the storm. 

In establishing my advertising 
agency, in New York, I had an 
ambition to make it in every way 
excellent and complete. We 
would represent American news- 
papers—all of them. We would 
have facilities for keeping a file 


of each, so that any paper could 
be produced, at a moment’s notice, 
and advertisers could see their 


announcements; and watch the 
insertion of them, to any extent 
they pleased; and the rate cards 
of every paper, kept up to date, 
should also be conveniently at 
hand. In those days papers 
counted on an income, possibly a 
, profit, from the subscription list. 
Making paper out of spruce 
trees, had not so demoralized the 
business, as to make publishers 
more than willing, to recognize 
any excuse that would warrant 
placing a name on the _subscrip- 
tion list, without the shadow of 
a chance of ever being paid. We 
accomplished something pretty 
good in the way of keeping com- 
plete files, and eventually our ef- 
forts produced some result. Ad- 
vertisers did not care particularly 
about the perfection of our 
files; for they relied upon 
our keeping a record of all in- 
sertions, and being able to prove 
up the correctness of a bill; but 
everybody who had occasion to 
visit New York, from any point 


outside, learned, by and by, that 
he could see, at our office, a paper 
from his native burg; and would 
be given a chair, wherein he 
might sit, in the best lighted part 
of the room, and read, at his leis- 
ure, with his feet on another 
chair. There was nothing to pay, 
and the service was not much; 
and, on the whole, he generally, 
or at least occasionally, seemed to 
think us a Puritanical one-horse 
concern, because, in the room that 
contained little beside thousands 
and tens of thousands of dry 
newspapers, arranged in _ racks 
that kept them in just such a 
position as would make them burn 
like tinder—almost like gun- 
cotton—we did not permit a visi- 
tor to enjoy his cigar while he 
sojourned there. Everybody who 
heard of a notice, that concerned 
him; whether complimentary or 
libelous; came to us to see the 
paper, felt injured because he 
could not buy and carry it away; 
was slightly but not enormously 
grateful, when allowed to clip the 
notice and take that with him, if 
it would not mutilate the paper to 
a ruinous degree. 

Publishers who dealt with ad- 
vertisers direct, and allowed them 
the agent’s commission—because 
they were their own agents—sent 
those advertisers to us, to see 
such missing papers as were 
needed to be checked before a bill 
could be paid; and, if it so hap- 
pened that the particular copy 
they had failed to receive—be- 
cause the edition ran short that 
day—had also failed to come to 
us, they went away with the im- 
pression that, our boasted com- 
plete files of all newspapers, was 
a very faulty institution after all. 
We were a tremendous conven- 
ience to other advertising agents, 
who would come.to us and see the 
papers they did not receive; and 
some of our friends, the editors 
of city papers, sent their youngest 
and most inexperienced employees 
to us, from time to time, with 
polite notes, asking the loan of 
this paper or that, that should be 
returned in an hour or two—and 
sometimes was, and sometimes 
was not—and these did not fail 

(Continued on page 6.) 
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WHEN THE HARVEST 
DAYS ARE OVER.’:.: 


when 


farmer is fon 
ing the harvest 
of a bounteous 


crop. § There 


will soon a lots 

of money in circu- 

lation everywhere, 

as the prosperity of 

the farmer dominates 

‘ the prosperity of the 


nation. 4 Now is the time 
to advertise and get busy. {Get your portion 
of the prosperous Fall business which present 
conditions indicate. 

4 In Baltimore, Washington, Montreal, Min- 
neapolis and Indianapolis the following superior 
homé evening newspapers will put you in touch 
with the buying classes at a minimum expenditure. 


Q Are these papers on your list for Fall advertising? 
The Baltimore News. 
The Washington Star. 
The Montreal Star. 


—__ 


The Minneapolis Journal. 


The Indianapolis News. 





Special Representatives ; 
DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO, 
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to think small beer of us, when 
the time came that—because such 
papers sometimes failed to come 
back—we adopted a rule that no 
paper from our files could be tak- 
en away from the office. 

Trying to make our institution 
so complete, involved extra ex- 
penses for room space, and at- 
tendants; and, to some small ex- 
tent, added a percentage to the 
cost of conducting the business; 
a fact that competitors, who at- 
tempted nothing of the sort, were 
not slow to mention to advertis- 
ers, as going to show that they 
could afford to do business cheap- 
er than we could; and, as the best 
papers took pride in announcing 
that they treated all agents alike; 
and all papers seemed to be con- 
firmed in a practice of allowing 
the agent’s commission to every- 
body who said he was an agent; 
the practice, among competing 
agents, some of whom kept neither 
files nor offices, of remitting to 
the advertiser some portion of the 
commission allowed by the papers, 
soon got a foothold. To this 
practice I was opposed. It did 
not seem to me fair and right. 
Maybe it was only done in ex- 
ceptional cases—possibly never 
unless it seemed advisable for the 
purpose of nailing an order. Once 
begun, however, the practice 
grew; and, as it was always my 
theory, that I should use the man 
who trusted me, and had confi- 
dence in me, just as well as I did 
the one who did neither, I finally 
concluded that I too must divide 
commissions; and I thereupon is- 
sued a circular, to all the custom- 
ers we had, and to all whose 
names we knew, that we hoped to 
have; agreeing to remit five per 
cent from the regular commission 
upon all orders for advertising in 
the New York daily papers. The 
New York Times, in whose build- 
ing our office was at the time, 
soon had one of our circulars 
brought to its notice, as an argu- 
ment for allowing the agent’s 
commission to .the. advertiser di- 
rect; and George Jones, the pro- 





prietor—practically the proprietor 
—immediately changed the rate 
of commission allowed to agents 
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from fifteen per cent to ten. He 
was the first to take that step. It 
afterwards became nearly univer- 
sal among the papers of highest 
grade, whose advertising columns 
were most sought at highest rates 
for space. 

There was another idea that I 
entertained, and long thought to 
be a good one. It was my theory 
that when a newspaper had ac- 
cepted my order, had carried it 
out in accordance with the agree- 
ment; and sent in a bill, with a 
view to obtaining payment for the 
service; the bill would then be 
due, and payment should be made 
forthwith. I knew that not all 
agents agreed with me on this 
point; but my methods had mainly 
been studied out by myself, and I 
was never given to acknowledging 
it a sufficient reason for doing a 
thing, or refraining from doing it, 
because others did or did not do 
it. I would borrow money to pay 
a bill that was due, even though 
the man to whom it was due said 
he was in no hurry. Let me say 
here, that in the matter of col- 
lections, I never allowed any of 
our people to admit that we were 
in no hurry to be paid. If any 
customer ever said to me, of an 
account then due, that’ I could 
have the money any time I wanted 
it, he never failed to be told that 
it would be exceedingly useful 
that very day. 

On one occasion, I saw, on the 
bookkeeper’s desk, a very great 
pile of unpaid bills. While I was 
looking them over the bookkeeper 
came in. It was the luncheon hour, 
and he was a little late. May be 
I suspected he had supplemented 
the luncheon with a game of pool 
in the billiard-room then situated 
in the basement of the Times 
building. He was an adept with 
the cue, and I was not. He en- 
joyed the game immensely and it 
did not cost him much, because it 
was the custom for the score to 
be paid by the defeated one,-and 
Pierce did not often stand in that 
position. Perhaps I felt a bit ill- 
natured. I remonstrated with him 
on the accumulation of work be- 
fore him in the shape of bills to 
be examined, approved and paid; 
(Continued on page 8.) 
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and he, with a shade of triumph 
in his tone, administered a reply 
that it was thought to be a sock- 
dologer; and it was a pretty good 
effort in that direction. What he 
said was, “Mr. Rowell, there is not 
money enough in the bank to pay 
them.” A little examination 
showed two things. It was true 
the balance was not enough to pay 
for them all, but it was sufficient 
for caring for half of them, and 
if the half had been paid, the ac- 
cumulation would not be so tre- 
mendous. I insisted, thereupon, 
that the work be taken in hand 
with earnestness; and it was; and 
it so happened that next day 
money enough came in to admit 
of clearing the deck; and there 
was a grand discussion of the 
whole subject between the book- 
keeper and me. “It takes time to 
examine a bill.” “Yes, but it 
takes no more time to examine 
one to-day than it will to examine 
the same one to-morrow; and if 
it is done to-day it will not have 
to be done to-morrow, and to- 


morrow will be open to attend to 


new bills that come in_ to- 


morrow.” 


But we did not always have 
money on hand to meet all obli- 
gations. Possibly if the matter 
was carefully looked into, such 
occasions did not arise as often 
as might seem. At any rate, if 
no accumulations were ever per- 
mitted, except at times when we 
were short of money, then the ac- 
cumulation would advertise that 
the stringency existed. Finally, 
we agreed that it should be the 
rule that every bill that came to 
the office before noon should be 
examined and paid before the 
office was closed that night; ex- 
cepting only instances when the 
office should not be in possession 
of the funds necessary to carry 
out the plan adopted. I then went 
to the printing office and caused a 
sentence to be printed on white 
sheets of paper, in heavy gothic 
letters, reading as follows: 

ALL BILLS RECEIVED BEFORE TWELVE O'CLOCK 

SHALL BE EXAMINED AND PAID TO-DAY. 

Several of these strips, about a 
foot in length, were taken to the 
bookkeeper; and one of them 


was pasted in front of him, over 
the window labeled Cashier, and 
he was instructed to live up to 
what was printed there, whenever 
the funds on hand would permit; 
and when they would not permit, 
he was to cover the notice with a 
larger piece of white paper to be 
pinned over it—so, I told him, 
that every boy and man in the 
office might know, by the sign, 
that the concern was out of 
money. That sign remained in 
position a great many years, and 
was so generally lived up to that 
some newspapers grew to con- 
sider us a sort of savings bank, 
or safe deposit vault, that could 
always be counted on in an 
emergency, 

I arrived at my office desk 
rather early, one morning in the 
80’s, and had hardly taken a seat 
by my desk, before I was ap- 
proached by a tall man, who had 
in his hand, one of those black 
varnished bags, with white 
stitches showing on it; such as 
commonly used to identify the 
countryman, when he appeared in 
the streets of New York. My 
visitor also wore a long linen 
duster, then all out of fashion, 
and his head was surmounted by 
one of those white fur hats, that 
people who are seventy years old 
or thereabouts, may remember 
seeing on the heads of well-to-do 
men when they attended church, 
funerals, town meeting or went a 
visiting. The surface was fluffy; 
the fur stood out pretty straight, 
and if you blowed upon it the im- 
pact of the breath would produce 
a sort of a rosette that was very 
pretty. My visitor put his bag 
down, by my desk, and from a 
very great pocket-book, that was 
fastened by a long leather strap, 
that passed ‘more than once around 
it; produced a quantity of paper— 
that had plainly protruded from 
each end before the thing was 
unstrapped—that proved to be a 
bill for advertising in his paper; 
and, by actual measurement, it 
was over fourteen feet long; and 
the sum of its charges amounted 
to a total of more than fourteen 
hundred dollars. His paper was 
one of a sort that we should think 
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we were doing a pretty lively 
business with, if we sent it orders 
amounting to so much as a hun- 
dred dollars a year. I was famil- 
jar enough with the paper he pur- 
ported to represent, but had never 
seen the man before. Leaving 
him, and his belongings, where 
they were; I stepped to the book- 
keeper’s desk, and said, “Mr. 
Wayre, how does your account 
stand with the Journal, published 
at Horseheads, New York?” He 
looked up with a curious expres- 
sion on his face and said, “About 
all I can tell you about it is that 
‘we seem to be doing business with 
it all the time, and we have 





never paid them a cent of money, 





Usert L. PettinGiLi. 


or seen a bill from them, since I 
came with you in 1871.” 

I looked at the account on the 
ledger. It covered page after 
page—most of the items out- 
lawed long ago—and going back 
to my waiting guest, said to 
him, “We can make neither 
head nor tail of an account like 
that, unless you choose to leave 
it with us for several days. 
If you wish to look at our 
ledger, and be paid in accordance 
with what appears there, we can 
probably fix you up while you 
wait.” That seemed to him quite 
reasonable. He and the book- 
keeper compared notes for a few 


moments. The man _ remarked 
that there didn’t seem to be much 
difference, and a little later ex- 
pressed some surprise that the 
amount to his credit was quite a 
good many dollars more than the 
footings of his bill. He wrote a 
receipt in full of all demands 
upon the ledger page, also re- 
ceipted his mammoth paper docu- 
ment, and was given a check in 
satisfaction of his claim to date. 
When this had all been done, and 
he sat by my desk before taking 
his grip to depart; I said to him; 
“Tell me, please, why did you 
allow that account to run so 
long?” He replied, that it was his 
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Steruen R. NIxzs. 
experience, that whenever he got 
any money he spent it; that he 
had long wanted a new press, of 
the kind then known as a Whit- 
lock, costing about $1,200; that 
all the newspaper men said we 
paid all bills on presentation, and 
he at one time decided to let the 
account run, until it amounted to 
enough to buy the press; and, 
when at last it did, he concluded 
to come to New York himself, and 
attend to the matter in person, I 
tried to impress upon him, that 
although, as a class, advertising 
agents were little Tower than the 
angels; yet he was putting more 
trust in them than existing condi- 
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tions would warrant; that he was 
lucky, in this case, in getting all 
his money without delay or fric- 
tion, but urged him never to let 
our account, or any other, run on 
in such a way. He seemed to see 
the point, and the danger, and to 
recognize the reason for thankful- 
ness in this case; promised he 
would not do so any more; went 
away, and I never saw him again. 

I made mention of the circum- 
stance, that in the case just de- 
scribed at length, the ledger 
showed a larger amount to be due 
than the bill called for. This is 
by no means an uncommon con- 
dition in an advertising agency; 
and it is not always by any means 
safe to attempt to make the need- 
ed correction. In some _ cases 
there is a conflict of interest in 
the office of a paper, and the un- 
expected collection of an over- 
looked item leads to an attempt to 
collect the same over again by 
some other person who claims to 
have had an intervening interest, 
and to be one to whom the money 
should be paid, while the man to 
whom it was paid, had no right 
to receive it; but is irresponsible, 
will not pay it over—and so on 
and so on. I was much troubled 
by this condition when I first ob- 
served it and had a consultation on 
the subject with my old friends, 
Mr. S. R. Niles of Boston and Mr. 
U. L. Pettingill of Boston, each 
of whom had had vastly more ex- 
perience than I, and I found that 
both had. long before, arrived at 
a conclusion that it would be time 
enough to pay a bill when it was 
presented for payment. The 
items that are overlooked amount 
to more than enough every year, 
with every agency doing a gen- 
eral business, to more than cover 
the bad debts made in conducting 
the business. I have no doubt 
that outlawed charges might be 
resurrected against my firm, that 
have never been presented and 
never will be, that would amount 
to a total a good deal in excess of 
$50,000. 





DispLay will attract attention— 
but the argument must sell the 
s. 
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A curious form of advertising 
that existed during the Civil War 
is recalled by the following clip- 
ping from the Cincinnati En- 
quirer: 


Henry C. Ezekiel is now at work 
gathering a collection of encased post- 
age stamps which circulated during the 
Civil War in place of the regular metal 
coin. The case was the invention of 
John Gault, of Boston, and was made a 
necessity on account of the people 
hoarding metal coin until they were 
able to sell at high premiums. Gaut 
secured the consent of Congress to is- 
sue the case in lieu of regular coin. 
They were made of brass and mica. 
The cases were sold at an advanced 
price to the merchants whose names or 
advertisements appeared on them for 
the purpose of circu'ating them as cur- 
rency. Mr. Ezekiel has been gathering 
facts about the issue of these peeuliar 
coins and finds that they were put into 
circulation by thirty-one firms and up 
to the present time has found records 
of 172 different names, varieties and 
denominations. In this list there were 
only six dry goods firms in this coun- 
try to issue the cases, and four o1 
these were Cincinnati houses. The 
patent medicine men of those days re- 
sorted to the use of the cases for ad- 
vertising purposes, as did several of 
the Eastern hotels. Although several! 
hundred thousand do'lars was invested 
in the encased postage stamps, ‘but few 
can be found to-day. 

ee 





DAY BY DAY 


Year In and Year Out 


Every day of the year a statement 
of the circulation of THE CHICAGO 
RECORD-HERALD for each day of 
the previous month is printed on 
the editorial page. 

No other Chicago morning 
paper prints this constant record. 


CIRCULATION FROM JANUARY I 
TO JUNE 30, 1905 


Average per day, 148,529 
Average Sunday, 202,738 
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A TRADEMARK THAT 
MIGHT HAVE BEEN. 


The fact that so well-known a 
trademark as that of Ostermoor 
mattresses is forty years old will 
doubtless be news to most: adver- 
tising men. The bit of history 
embodied in the above advertise- 
ment is eloquent proof that a 








Do you know this trade-mark? 





At a glance it potiaite wee to 
mind a good article. 

Ten years ago this: trade-mark was' 
forty years old, yet it was unknown 
to you. 

The man who owned it said we 
had paresis when we told him that 
if he would advertise it he could 
increase his already large business 
many fold.’ 

We have. planned and executed 
the advertising campaign for these 
‘years.. 

The manufacturer has backed the 
advertising with splendid business 
acumen and an article of undisputed 
merit.' 

We have done well for others— 
perhaps we can do as well for you. 
Would you like to talk it over ? 

We go anywhere for busiaess. 


Grorce Batten. CoMPANy. 
Apvzrtinxe Acuwre 


38 Park Row, New York 





trademark depends altogether on 
advertising. 

The other day a Printers’ INK 
reporter went into the shop of C. 
Klauberg & Bros., 173 William 
street. This shop has been in 
William street, around the cor- 
ner of Spruce, for at least forty 


years or longer. It is the best 
place in that neighborhood, per- 
haps in New York City, to go 
for anything in the line of razors, 
shaving impedimenta or cutlery, 
and behind the counter is a sales- 
man who can give advice upon 
anything connected with shaving 
or cutlery, from the proper way 
of stropping a razor to the best 
method of keeping a razor strop 
in working condition. 

“Have you such an article as a 
shaving brush that will not shed 
its hair?” asked the reporter. He 
did not expect a reply in the af- 
firmative, for he believed that no 
such shaving brush ever existed. 

“You bet we have!” was the 
reply. “And here it is.” 

A shaving brush looking much 
like any other was put into the 
reporter’s hand. 

“The hairs in that brush will 
stay put, every one of, them,” con- 
tinued the salesman, “And here is 
the reason why.” He handed out 
a section of a brush cut in half 
down the middle. Instead of the 
regular glue and wrapping com- 
mon to such brushes this one was 
provided with a gutta percha base 
in which each hair was set 
rigidly. 

“That is what we call the rub- 
ber-set brush, and we sell nothing 
else.” 

“Something new, eh,’ com- 
mented the reporter. “Say, do 
you know that this brush, with 
the section you have for explana- 
tion, make one of the best pieces 
of advertising argument I have 


ever seen. Its principle is clear 
and immediately apparent. The 
man who invented this brush 


ought to lose no time in advertis- 
ing it under a trademark.” 

“That brush,” replied the clerk, 
“is so old that the patent will 
soon expire upon it. We have 
sold it for years, but I don’t sup- 
pose you could buy it in any 
large store in New York, and per- 
haps in no other store. It costs 
fifty cents and a dollar—no more 
than other brushes. Every man 
who buys one sends customers here 
for others. But the manufacturer, 
over in Newark, has never even 
put his name upon it. He makes 
a large line of rubber-set brushes 
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—paint, glue, varnish and other 
kinds. It is the very highest type 
of a good commodity, and yet, 
left to make its way on merit, it 
has grown to only a very limited 
sale. I know enough about ad- 
vertising through our own mail- 
order publicity to realize that a 
good trademark, with the right 
sort of promotion, adopted for 
these rubber-set brushes fifteen 
years ago would have built up for 
them a world-wide demand, and 
that to-day such a trademark 
would have been worth hundreds 
of thousands of dollars, after “fif- 
teen years as an earner of money. 
But the manufacturer never push- 
ed it or even gave it a name, so 
here it is in William street—a 
good thing gone wrong.” 

“It’s a trademark that might 
have been, isn’t it,” said the re- 
porter. 

“Yes—a trademarked commod- 
ity that never was.” 


A service for the preparation 
of trade paper advertising for en- 
gineering and manufacturing con- 
cerns has been inaugurated by 
Halbert P. Gillette, formerly edi- 
tor of Engincering News, and 
George H. Gibson, late editor of 
advertising for the Westinghouse 
Company. This service, located 
in the Park Row _ Building, 
New York, is different from an 
agency in that no commission is 
received from trade journals and 
no .selections of media made. 
Clients select their own papers 
and pay for the ad service. 

—_——_—_ +o 


Tue Press-Post, of Columbus, 
Ohio, has been purchased by 
Robert F. Wolfe, owner of the 
Ohio State Journal, that city. 
This gives the publisher both a 
morning and evening daily, with 
two Sunday papers. It is_ said 
that Mr. Wolfe has spent $100,000 
on the Ohio State Journal in the 
past two years, and a_ similar 
period of reconstruction will be 
inaugurated with his new prop- 
erty. 


———— ) 

THE reader of yesterday may 
be a buyer to-morrow. Contin- 
uous advertising turns readers in- 
to buyers. 


PRINTERS’ INK 


ADVERTISING is the strenuous 
servant of a strenuous age. It is 
the power behind the success of 
every successful business enter- 
prise. 
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A CRITIC ANSWERED. 
Brockton, Mass., Sept. 1, 1905. 
Editor of Printers’ Ink: 

It is with considerable interest that 
we note criticism on the illustrated 
Crawford Jingle Ads. We have no 
reply to make to this criticism except 
that we do not think it necessary to tell 
the complete Crawford story in every 
newspaper advertisement we prepare. 

There are many different ways of at- 
tracting the attention of the public, and 
in this particular instance we know 
that the copy in question has been pro- 
ductive of results, and after al’, that 
is what counts. 

With particular reference to the 
point your correspondent makes that a 
shoe dealer would have to be pretty 
bold to place this advertising in local 
newspapers at his own expense, we 
wou'd say that at the present time 
this campaign is running in 85 towns 
entirely at the expense of our local 
agents. Twenty-five pcr cent of the 
merchants to whom we offered the 
proposition took up with it. This fact 
is significant. Taking the figures that 
our critic furnishes as a_ basis, this 
means that we have secured 18,360 
inches of space for Crawford shoe pub- 
licity with no expense to us except the 
cost of electrotypes. 

Very truly yours, 
CHartes A. Eaton Company, 
Lewis E. Kingman, Adv. Mer. 
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NO CHANGE WANTED. 
New York, Aug. 31, 1905. 
Editor of Printers’ INK: 

From a notice in your issue of Aug- 
ust 30, it seems somé want the out- 
ward appearance of Printers’ INK 
changed. I sincerely trust you will 
not change its appearance. It’s not 
much for beauty as beauty goes, but 
the same form has been going to the 
readers through this gg! so long 
that any change will not elieve, be 
general! y welcomed. Asg it stands now, 
its appearance appeals to both the 
old readers and the new in a way that 
a cover more in keeping with the cover 
ideas of to-day would not do. 

Yours truly, 
Hat MARcHBANKS. 
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SPECIFIC DRUG ADVER- never recommending any of them. 
TISING. You can go into Evans’s and ask 
——— ». what is good for a lame back. 
A SELECTION FROM ONE MONTHS Fyans will have everything for 
DAILY NEWSPAPER ANNOUNCE that ailment, from proprietaries to 
MENTS OF WHAT IS PERHAPS THE medicinal. agents. Whether you 
MOST INTELLIGENTLY ADVERTISED hyy Qmega Oil or arnica, how- 
DRUG STORE IN THE UNITED ever, js your own concern— 
STATES—ADS BASED ON NEWS Eyans never prescribes. 
a This policy has been rigidly 
Evans’s Drug Store at 1106 carried into the svore’s daily ad- 
Chestnut street, Philadeiphia, is a vertising. In the course of a 
place little resembling the corner year Evans will probably adver- 
shop of the old-fashioned apoth- tise every patent medicine on the 
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Medicinal teas © 
The old-fashioned brews that [=———=_—_——_—— 
leo many people pin their faith For dogs 

we While the hot days last it may 
: Pe wise to feed the dog less meat 
: Jand more biscuit. Yon can Get 
it at Evans's, as well as dog's 
icines, liniments, soaps. 
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ecary, for it covers an area equiv- market, yet never one be recom- 
alent to several large drug stores mended. At least once a week 
and has, in addition to its pre- there is sure to appear an ad 
scription and medicine depart- warning the public that certain 
ments, a business in druggists’ diseases and ailments cannot be 
sundries that makes it a veritable cured by self-medication, but that 
bazaar. And this is simply head- the advice of a physician is indis- 
quarters—four branch stores are pensable. 

scattered over the city. Yet This advertising appears daily, 
Evans’s has never reached the and always has more or less news 
point where its proprietor thought value. There is no dull season in 
himself justified in abandoning drugs. Month after month and 
the old-fashioned apothecary’s week by week the drug calendar 
principle of keeping all drugs, unrolls itself, running from chil- 
chemicals and medicines, but blain specifics in winter to sun- 
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burn lotions in midsummer, Who 
has such a varied story to tell as 
the druggist? His stock contains 
remedies not only for man and 
beast, but household chemicals, 
insecticides, bath essentials and 
many forms of food. Each day 
has its argument. 

To show how well the story of 
a drug store is told from day to 
day in the Evans advertising a 
month’s selection of ads, made 
from the Philadelphia ‘Bulletin of 
July and August, is reproduced 
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independently through the Phila- 
delphia dailies, street cars or bill- 
boards, quoting prices and thus 
getting the benefit of any general 
advertising expenditure in their 
locality. 

The value of this advertising 
lies not only in its newsiness, but 
also in its arrangement. Each ad 
is devoted to a definite group of 
remedies or drugs, and these lists 
are so complete and suggestive 
that it is said many Philadel- 
phians are known to cut them out 
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herewith. The hay fever ad was 
printed on the day when, accord- 
ing to statistics, the greatest num- 
ber of persons are afflicted with 
this disease. During the month 
there was also printed a series of 
ads based upon the various parts 
of the body—suggestions of rem- 
edies, heautifiers, etc., for the 
nose, lips, feet, liver, hair, skin, 
teeth, eyes, ears, hands, and so on. 
Once every week the Evans stores 
give up their advertising space to 
a list of all the proprietary medi- 
cines which are being advertised 


of the paper and paste them in 
their scrap books for future re- 
ference. There is little need to 
do this however, for Evans pub- 
lishes a catalogue. for local use, 
listing everything in stock. Per- 
haps the newspaper readers find a 
vast difference between the price 
array of a catalogue and the sug- 
gestive quotations in the daily ad. 
Because the ads have this sugges- 
tive quality they are printed in 
comparatively small space, never 
wider than single column and usu- 
ally about thirty-five lines agate in 
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depth. No circumscribed space is 
filled day after day. The ads vary 
in size. Enough space to tell the 
story is the rule. Prices are in- 
separable from every article ad- 
vertised, 

The method revealed by this 
advertising is applicable not only 
to drugs, but to many other re- 
tail lines. The grocer, for ex- 
ample, might find material just as 
interesting if he examined his 
stock, hinging a daily ad on break- 
fast foods, soaps, canned vege- 
tables, canned fruits, jellies, pre- 
serves, desserts, ,condiments, rel- 


ishes, flours, house-cleaning es- 
sentials, sweets, biscuits. A 
butcher shop has _ seasonable. 


things for an ad at least once a 
week—Saturday would be the best 
day. A hardware stock is full of 
seasonable articles, and so it goes 
through the list of retail mer- 
chandising. Perhaps the most 
important detail is the local cata- 
logue. 

Mr. RoBert Tomes, 116 Nassau 
street, New York, has been appointed 
Eastern representative of the Ohio 
Select List of Daily Newspapers, the 
appointment taking effect September 
I, 1905. The Ohio Select List is com- 
posed of about 4o daily newspapers in 
the State of Ohio, outside of the three 
or four largest cities. 


———__+o+—___—_. 
DOES IT PAY? 

Over and over again it has been de- 
bated whether magazine or newspaper 
advertising does or does not bring in 
the desired results, and over and over 
‘again advertisers have had the fact 
brought home to them that the maga- 
zine and the daily paper are things 
that cannot be lightly passed over, and 
that if a given article is to be wide'y 
known and widely sold, its qualifica- 
tions must be heralded far and wide in 
the advertising columns of the maga- 
zine and press. The advertised article 
must be kept constantly before the 
notice of the reader. A regular read- 
er of a journal will often glance at an 
advertisement regularly throughout the 
year without feeling any particular de- 
sire to buy the article advertised. But, 
one day, circumstances lead up to his 
needing that article. The only ques- 
tion with him then is, Which make? 
A reply is immediately forthcoming. 
The make for him is the one that has 
been constantly brought under his 
notice in the columns of his favorite 
thagazine or daily paper. He buys that 
article. We know a man who bought 
a typewriter on the strength of an ad- 
vertisement he had been looking at, off 
and on, for nine months. The chances 
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are ten to one that a man will seek 
a new tailor or hatter from those who 
have put their advertisements regularly 
under his nose, 

Bearing out the argument in favor 
of advertisements, a well-known !ec- 
turer on this subject, relates the fol- 
lowing of a prominent manufacturer 
who created an immense sale for his 
goods by liberal advertising. Imitators 
came into the fied, and he found his 
business divided with unscrupulous 
competitors. In order to stop this, he 
ge upon the market the same article 
e was advertising for a shilling a 
packet, and sold it at sixpence under 
another name. The _ sixpenny article 
squashed the competitors, but after 
they were all dead, the original shilling 
article which was advertised at that 
price, sold to the exclusion of the six- 
penny packages which was not adver- 
tised, showing conclusively that the 
same goods under an unadvertised name 
at one half the price, could not com- 
pete with the more expensive, but 
largely advertised article. 

We have in mind two great English 
tea firms. One. was established close 
upon two centuries ago, when advertis- 
ing as we know it was an unknown 
quantity in the sphere of the business 
world. Fifty years ago, a small] retail 
trader in Glasgow, laid out some money 
in a modest way in advertising, in- 
creasing his expenses in that direction 


cautiously. It paid him. He was soon 
able to open new stores. To-day, he 1s 
the head of the house of Thomas 


Lipton, Limited, of London, with a 
business considerably larger than that 
of the historic old firm of Twinings, 
and this is entirely due to his daring 
and comprehensive advertising in the 
press. Even his yachting ventures 
form a ski-ful advertisement for his 
business. All the great manufacturing 
buinesses of this country have _ been 
built up on this basis of sound and 
peristent advertising.—Bailey Williams 
tn the London Writing Machine News. 


NEWSPAPER NAME ILLUS- 
TRATED. - 





THE HOBOKEN OBSERVER. 
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THE COST OF WAR TO THE 
NEWSPAPERS. 


The meeting of editors and pub- 
lishers in this city on Associated 
Press business on September 2oth 
bids fair to be the most interesting 
as well as the most important gath- 
ering of newspaper men ever held. 
The general manager’s report will 
be of particular interest, because it 
will relate how the Associated 
Press fought the Russo-Japanese 
war. It is a fact that the Asso- 
ciated Press, after the two con- 
testing powers, was more seriously 
concerned in the war than any 
government, civil corporation or 





business organization whatever, 
at least with reference to its ex- 
penditures. 


It is worth while to sum up some 
of the results which our insatiable 
American curiosity have entailed 
upon the newspapers that minister 
to it. Exact figures, of course, 
cannot be given, but it may be said 
that the wars in the East since 
Dewey’s fight in Cavite Bay have 
cost the newspapers approximately 
$15,000,000. Of this the Associated 
Press has paid the greater part, but 
its weight is distributed over the 
entire newspaper press of the coun- 
try and is not felt as a burden on 
any paper directly. As preparing 
the minds of newspaper publishers 
for this great expenditure, the 
Spanish war, and especially that 
part of it fought on the Spanish 
Main, came as an educative les- 
son. A few enterprising papers 
did, indeed, make especial efforts 
to obtain a special news service in 
the Philippines. They did it with 
great success and at a cost which 
at the moment appeared porten- 
tous. The telegraph tolls were 
simply heart-breaking, for at the 
beginning of troubles in the East 
there were no Pacific cables. All 
messages passed through Asia and 
over the lines of the Eastern cable 
Company and were relaid on trans- 
Atlantic lines. 

Immediately at the end of this 
period ensued the International 
and Diplomatic war with China, 
and this was almost immediately 
succeeded by the Russo-Japanese 
war, which to the newspapers cost 
more than all the others combined. 

As a matter of fact, both the As- 
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sociated Press reports from the 
seat of war in Manchuria, and the 
work of an army of special corre- 
spondents in that field and in 
Japan were far from satisfactory. 
The censorship was too alert and 
careful, and scores of able and 
brilliant men who went to the East 
at great expense to the newspapers 
who sent them, and under the most 
promising conditions, failed to fur- 
nish any news whatever. The list 
of correspondents which moved on 
the East embraced men of the 
highest standing in their profes- 
sion, Jack London, John Fox and 
men of that stamp. It included 
artists of eminence, and from un- 
suspected sources an army of ca- 
pable reporters were sent. For 
example, papers like the Indian- 
apolis Star, the Kansas City Star, 
sent their special men into the field. 
It is only fair to say that some 
of these men did get special, and 
nearly exclusive, news to their pa- 
pers. The correspondent of the 
Indianapolis Star entered Port Ar- 
thur while it was in a state of 
siege. He was deported before he 
accomplished his errand, but he 
took the risk and illustrated the 
spirit in which the correspondents 
attempted to fulfil their duties. The 
Chicago News is said to have 
spent $200,000 last year in an al- 
most vain effort to get news out 
of Manchuria, and its correspond- 
ent with the Russian forces, in 
company with McCullaugh of the 
New York Herald, was taken pris- 
—_ on the line of railway to Har- 
in 

These are the heroic phases of 
the campaign. The cost of main- 
taining these correspondents, and 
the payment of telegraph tolls, 
was a serious matter, and it may 
be safely said that its figures paid 
by the newspapers of this coun- 
try are far in excess of those 
presented by any war ever 
fought. There were in the first 
place four distinct centres of news 
and all of them remote. St. Peters- 
burg was the nearest—two con- 
tending armies in the field, and 
Tokio. 

The history of war correspond- 
ence is nearly all recent, and the 
business of furnishing immediate 
news from the fields of action 
very modern. The Crimean war, 
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fought in 1854-’55, saw the birth of 
the first newspaper war corre- 
spondence. Dr. Russell, who rep- 
resented the London Times, is au- 
thority that he sent but one 
dispatch to his paper from Malta 
on his way back after the war was 
over. His news was forwarded by 
post. The Sepoy rebellion in 1857 
was not reported by cable at all, 
because at that time the .Eastern 
Company’s cables did not extend 
east of Alexandria. The Civil War 
in this country was fairly report- 
ed by wire, but the bulk of the 
printed matter was carried by the 
correspondents from the battle 
field to their newspaper offices. The 
story of the battle of Antietam 
was written by George Alfred 
Townsend, who witnessed it, in a 
newspaper office in New York. 
The only reporter who saw the 
Monitor and Merrimac fight, Ed- 
ington Fulton, of the Baltimore 
American and Philadelphia Jn- 
quirer, travelled from Fortress 
Monroe to Baltimore and wrote 
his story in Baltimore. Richard- 
son of the Tribune, Swinton of the 
Times, Hendrix of the Herald, all 
travelled frequently to New York 
to write their big stories. The 
Franco-German war dated a new 
method. The telegraph was free- 
ly used, but not exclusively. Then 
followed the Russo-Turkish war, 
and then after that the telegraph 
became the method of transmission. 
It was a fearful charge to the 
papers that accepted it. In the 
Egyptian camnaigns from 1882 to 
1884 the cost of a word by wire 
to London from Alexandria was 
eight shillings (nearly two dol- 
lars). Nevertheless, as many as 
twenty thousand words were filed 
daily, and to report events like the 
hombardment of Alexandria or the 
battle of Tel El Kebir one paper, 
the Standard, alone received more 
than fifteen thousand words. 

As illustrating the relation of 
war and newspapers, this one may 
be taken. Its first campaign be- 
gan in July and ended in Septem- 
ber. It was therefore too short to 
pay the newspapers for their great 
outlay. It is true that they ob- 
tained an increased temporary cir- 
culation, but it was spasmodic. 
And the same was true of the 
Greek war. The cost of sending 
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correspondents and artists into 
the field was not rewarded by a du- 
ration of public interest—the events 
that called them there soon closed. 

Coming down to the period of 
the Spanish war, there was at the 
first a reckless expenditure of 
money for news. At that time the 
method of centralizing the collec- 
tion of special news was not thor- 
oughly understood. The Herald 
had stood in with the London Tel- 
egraph and afterward with the 
Standard, but the system now gen- 
erally in use of one big newspaper 
gathering the special news and dis- 
tributing it to a selected group, 
which shared the cost, had not 
been developed. It did not take 
long to discover its value, how- 
ever. The Herald had its coterie, 
the World had its associates, the 
Journal and the Sun had theirs. 
But it was not until the Chinese 
war began that Western papers as- 
sumed this distinction. It was not, 
however, an individual effort, and 
the independent newspapers of the 
country sought with success that 
has already been commented upon 
to secure exclusive intelligence. 

They soon found that because of 
conditions in the East it was use- 
less, that the Associated Press cov- 
ered the field, and that, moreover, 
it had special and exclusive sources 
of official information. For exam- 
ple, when news was given out in 
Tokio, which was seldom, it was 
by arrangement furnished to the 
Associated Press several hours in 
advance of being given to corre- 
spondents. The same custom pre- 
vailed in St. Petersburg. The spe- 
cial correspondents were therefore 
in competition and at a disad- 
vantage, with the sources of in- 
formation which supplied their 
own papers. So they withdrew, 
and after the general retreat of the 
Russians from Laio-Yang, which 
began last September, the force of 
correspondents in the East was 
greatly reduced. Nevertheless, a 
considerable number of specials 
were maintained, but the burden of 
the work remained with the Asso- 
ciated Press. It could not relax its 
efforts, and indeed it did not. Still 
it can congratulate itself on peace, 
as doubtless it does. 

It is entirely probable that the 
matter of newspaper correspond- 
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ence in war will be made the sub- 
ject of international convention in 
the near future. Hitherto individ- 
ual governments have made their 
own rules. In the Turko-Russo 
the Turks did not permit any for- 
eign correspondents. Nor were cor- 
respondents welcome with the 
French forces in the war with 
Germany. England issued for her 
recent wars four licenses to Lon- 
don and four to provincial papers, 
but admitted scores of additional 
correspondents and artists on per- 
mit of the Commander in Chief 
of Forces. With American armies 
correspondents have always been 
persone grate, but not by matter 
of right. General Butler during 
the Civil War ordered Swinton of 
the Times shot for eavesdropping 
on a conversation with General 
Grant. He was only saved by the 
promptest measures in his behalf. 

The great objection that the pub- 
lic has to intelligence that only 
flows in one channel is that, while 
it may be official, it is not neces- 
sarily reliable. The news from 
Japanese sources was frequently 
untrue and generally exaggerated. 
The same was true of Russian offi- 
cial news. It was right enough, 
because everything goes in war, but 
that does not meet the public de- 
mand. It is interested in facts as 
they are, not as they are stated. 
The only way they can be had is 
from the observation of a body of 
unprejudiced observers, but if un- 
prejudiced observers are not to be 
permitted on the scenes of action, 
or their reports are to be severely 
censured, of what value can they 
be? 





LEADING ADVERTISERS OF 
MILWAUKEE. 


The Milwaukee Herold, a Ger- 
man daily, announces that it has 
signed three year advertising con- 
tracts with practically every re- 
tail advertiser in its home town. 
Milwaukee has a larger percentage 
of German population than any 
other city in the United States. 
According to the Herold, the fol- 
lowing are the leading advertisers 
of Milwaukee: 

Dry Goons and DEPARTMENT 
Stores—The G. M. Barrett Co., 
Hugo E. Bauch, Jacob L. Bitker, 
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Boston Store, T. A. Chapman Co., 
Espenhaim Dry Goods Co., The 
Fair, Gimbel Bros., Goodman’s 
Department Store, G. Hartstein & 
Sons, Kroeger Bros., A. Rosen- 
berg, Ed. Schuster & Co. 
CiotHinc.—Hahn Bros., The 
Hub Clothing Co., Lachenmaier 
Clothing Co., McGreal Bros., The 
Palace Clothing Co., Stumpf & 
Langhoff. 
MIscELLANEOUS.—Alsted-Kasten 
Co., jewelers; Bunde & Upmeyer 
Co., jewelers; Casperi & Virmond, 
shoes; Edmund Gram Piano Co., 
The Emporium, millinery; The 
Flanner-Hafsoos Co., pianos; C. 
W. Fischer Furniture Co., H. E. 
Franke, gas fixtures; Charles H. 
Frantz, furniture; Gridley Dairy 
Co., Phillip Gross Hardware Co., 
Hansen’s Empire Fur Factory, 
Hartman Furniture and Carpet 
Co., Kenney Shoe Co., Kreiter 
Piano Co., George Logeman & 
Sons, jewelers; S. A. Mondschein 
Piano Co., C. Preusser Jewelry 
Co., Public Drug Co., William 
Reckmeyer & Co., furs; The A. 
Spiegel Co., drugs; Steger Piano 
Co., Archie Tegtmeyer & Co., jew- 
elers; Waldheim & Co., jewelers. 








THE Farmer, of St. Paul, announces 
that it has added Mr. A. W. Trow to 
its editorial staff, as chief agricultural 
writer. Mr. Trow has for several years 
been editor of the Farmer's Dairy de- 
partment. He is serving his third term 
as President of the ‘Minnesota State 
Dairymen’s Association. He was in 
charge of Minnesota’s butter exhibit 
at the St. Louis World’s Fair, and to 
him is given the credit for assembling 
the display which won more prizes 
than’ all other States and Europe com- 
bined. For several years Mr. Trow 
has been on the staff of the Minnesota 
Farmers’ Institutes, and it has fre- 
quently been said of him that he is 
known personally to more farmers 
in Minnesota than any other man. 
Mr. Trow owns and operates one 
of the best farms in the Northwest. 
Two other recent additions to the 
editorial staff of the Farmer are Mr. 
L. H. Cooch, a graduate of a leading 
Eastern agricultural school, and Mr. 
Dan A. Wallace, a graduate of the 
Iowa Agticultural College, and a son 
of Mr. Henry Wallace, the distin- 
guished editor of Wallace's Farmer. 
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A FLOATING ADVERTISE- 
MENT. 


Some years ago an officer of 
the Department of Commerce and 
Labor wrote a magazine article in 
which he suggested that as a 
means of stimulating foreign trade 
with the United States a steamer 
should be fitted out as a floating 
Exposition of American products 
and sent around the world, This 
suggestion has now been acted 
upon by the Export Shipping 
Company of New York, .which 
proposes to equip a large steamer 
and furnish space thereon to 
American manufacturers to make 
a display of their products and 
send them around the world on a 
60,000 mile trip, to consume about 
fifteen months. The plan is to 
allow each person who subscribes 
for 40 square feet of space or 
more to display his goods and 
send on the steamer a representa- 
tive whose duty it will be to see 
that the exhibit is properly ar- 
ranged at each port, to meet the 
merchants and dealers invited to 
inspect the exhibits, explain the 
utility and advantages of the 
goods, quote prices delivered in 
the country of consumption, terms 
under which goods are sold, ap- 
point agents, extend the sale of 
the goods, ascertain what the 
markets of the country demand, 
the competition to be met, etc. 

The details of the project are 
set forth by its promoters as fol- 
lows: 

“The date of arrival in the ports 
will be advertised in advance and all 
interested will be advised to obtain 
tickets of admission at the newspaper 
offices, the Ohamber of Commerce, the 
American Consulate, or at the office of 
the Export Shipping Company. It is 
also proposed to print, in the language 
of each country, a catalogue showing 
the name of each exhibitor, the name 
of his representative, the position of 
the display in the ship, and a fu!l de- 
scription of the goods exhibited. As 
in some instances it will not be pos- 
sible to obtain direct land communica- 
tion, it will be’ necessary to bring the 
visitors off in launches, which will also 
necessitate serving lunch on the steam- 
er so as to inure sufficient time for 
each visitor to examine thoroughly 
each and every exhibit on the shin. 
The luncheon should provide a most 
excellent opportunity for the demon- 
stration of American food products. 

“A'l firms participating will be re- 
quired to conform to reasonable rules, 


soa the representatives on the ship will 

be afforded opportunity to acquire a 
knowledge of French, Spanish and 
German and are expected to improve it, 
In_ this — such representatives wii. 
gain knowledge of trade _ conditions 
and the ability to answer letters, upon 
returning home, in the language of the 
inquiry. If in any cases sufficient sales 
are not consummated while on the trip 
to reimburse the participants for their 
expenditure, at least the seed will be 
sown in fertile ground, which will bear 
fruit in years to come. The plan wilt 
appeal particularly to firms who already 
have an export trade, and agents in the 
different countries, as the agents would 
assuredly be flattered to receive a visit 
from the representative of the manu- 
facturers, and the opportunity would 
afford a splendid chance for calling the 
attention of his customers and others 
interested to the display, and also al- 
low him to explain on the spot what 
special facilities or changes in standard 
goods or manner of putting on sale will 
lead to an increase in business. The 
expense of the trip is to be borne en- 
tirely by sale of space on a mutual 
basis. The available space is 20,000 
square feet and the price is fixed at 
$50 per square foot. Any surplus re- 
maining at the termination of the trip 
is to be returned to those who partici- 
pate pro rata. It is expected that the 
net cost of space will not exceed $35 
per square foot of space and $500 for 
mea's and incidental expenses of the 
representative. This, on a basis of 40 
square feet of space, means that the 
entire cost for traveling expenses and 
showing samples. will be about $5 a 
day.” 

The exhibits will be cared for 
and all necessary janitor service, 
lighting, and a limited amount of 
power for working exhibits will 
be furnished without extra ex- 
pense. The promoters call atten- 
tion to the fact that the enterprise 
is not designed as a money-mak- 
ing plan, but is intended to be a 
dignified, ‘broad-minded plan to 
further the cause of America’s ex- 
port trade. 


THe Benton Review, published at 
Fowler, Ind., sends out a little folder 
containing facts that interest an ad- 
vertiser. A circulation exceeding 1,500 
copies is asserted. Rowell’s American 
Newspaper Directory for 1905 credits 
the Benton Review with an actual 
average for 1904 of < 1,485 copies. 
A < rating in the Directory is ex- 
plained as follows: 

(<) This paper, in preparing its signed 
circulation report, omits to state that it 
counts only complete and perfect copies, and 
leaves it open to the suspicion of being based 
on figures exhibited by a press counter and 
likely to include spoiled copies and a propor- 
tion of press revolutions when no paper was 
running through. 
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Advertisements under th d from publishers who, accord- 
ng to the 1%5 issue of Rowell’s american Newspaper Directory, have submitted for 
that edition of the Directory i cir duiy signed and dated, 
also from publishers who for so reason n failed to obtain a figure rating in the 1905 
Directory, but have since cuneinen a detailed circulation statement as described above. 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (#). 





These are generally regarded the ee who believe that an advertiser has a right 
to know what he pays his hard casn fo 


fi 4, 





§2" Announcements under this ci d as above, cost 2 cents per 
line (two lines are the smallest advertisement Shes under a YEARLY contract, $2.80 for 
a full year, 10 percent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail, properly signed and dated, covering the additional periot, 





in accordance with the rules ‘of the American Newspaper Directory. 


Guarantee is set fo 


Publications which have sought and obtained the Guarantee Star have the 
privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty centsaline. The extent and full meaning of the Star 
rth in Rowell’s ee | a Directory in the catalogue 


description of each publication possessin; 


ALABAMA. 


Athens. Limestone Democrat. weekly. R. H. 
Walker, pub. Actualarer. jirst 5 mos. 195,1,082. 


Birmingham, Ledger. dy. Average for 1904, 
20,176. Best advertising coodinns in Alabama. 


ARIZONA. 
Phoenix. Republican. ed S's ‘or 1904, 
6,889. Chas. T. Logan Speci 


ARKANSAS. 
Fort Smith, Times, daily. Actual average 
Sor 1904, 8,876, Actual average for October 
November and December, 1904, 8,646. 


CALIFORNIA. 
re«no. Evening Democrat. Arerage gs. 
Paths Williams & Lawren Lawrence, N. Y. &Ch 
Mountain View, Signs of | pest 4 Times. 
weekly average for 1904, 275 1 27,10 
@akland, Herald, daily. a Sor 1904, 
7.588. Now 8.500. E. »._E. Katz, Spec. Agent, N.Y. 


San F ranclaco, Call, ‘all, d’y and 8’y. J.D. Spreck- 
els. Actual daily average for year ending June, 
1905, 62,451; Sunday, 88,55 83,558. 

San Jose. Mo orning Merc Mercury and Evening 
Herald Average 1904, 10,573. 

pos Jose, Town and Country Journal, 

w. hannan Co 1904, 9. 125. 
May, ieee ané July, 1905, 20,000. 


COLORADO. 
Denver. Clay’s Review, ty Perry A. Clay. 
Actual average for 1904, 10.926. 


De pugs. Font, Game. 


a 


Lo Printing and Pub- 
lishing Co. Average 4, 44.577. Average 
Sor July, 1905, dy. 46,116. “by. 57,948. 
$3" The absolute correctness of the latest 

circulation rating accorded 
the Denver Post is guaran- 
teed by the pubiishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
werts its accuracy. 


CONNECTICUT. 
Ansonia, Sentinel, oy, Aver. for 1904, ag A 
Now over 5,000 daily. E. Katz, Spec. Agt., N. Y. 
geport, Post, daily. Arerage for 1904, 


Brit 
10, ne E&. Katz, Special Agent, New York. 





otal rt. Telegram-Union. Dus on. ‘or 190, 
9,206. XE. Katz, Special Agt., New Yi Z ad 


Mertden, gouenal, evening. Actual average 
Sor 1904, 7,64 

Meriden, alll Record and Republican. 
daily average for 1904, 7,559. 


New Haven, Evening Register, daily. Actual 
av. for 1904, 18,6183 Sunday,11,107. 
New Haven, Pa)iadium, dy. Arer, 1904,7. 857, 
First 6 mos. ‘03, over 8,000. E. Katz, Sp. Agt..N.Y. 
New Haven. Union. Av. 1904,16.076. First 
six mos.,’05,16,18%. E. Katz, Spec. Agt., N. ¥. 
New London, PDay.ev’g. Aver.’04, 5,855, tat 
6 mos. 'v5, 6,090, E. Katz., Spec. Agt.,N. Y. 
Norwalk, Evening Hour. Daily average year 
ending Dec., 1904,8.217. Aprilcirc., as certified 
by Ass’n Am. Adv'rs.all returns deducted, 2,869. 
Norwich, Bulletin, morning. Azernge for 1903, 
4.988; for 1904, 5,850; now, 6,217 
Waterbury. Republican. dy. Arer. for 1904, 
5.770, La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington. Every Evening. Average guar- 
anteed circulation for 1904, 11,460. 








Wilmington. Morning News. Only morning 
paper in State. Three mos. end. Dec., 1904,10,074, 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1904, 85.502 (@©). 


FLORIDA. 
Jacksonville, ase Bhai Av. 1904, 8,760, 
First six mos. '05, 8,88 atz, Sp. Ag., N.Y. 


GEORGIA. 

Atlanta. Journal, dy. Av. 1904,48.683, guly, 

$905, 46,297, Sy. 46.065. Semi-weekly 55.98 
Atlanta, News Actual daily average 1904, 

24.230. S.C. Beckwith. Sp. Ag., N. Y. & Chi. 
Atlanta, The Southern Ruralist. Sworn aver- 
age first six months 1905, 52.888 copies monthly. 
Auguata. Chronicle, Only morning paper. 
1904 average. daily &.661: 6611 Sunday 7.480. 


Nashville. Herald. Arerage for March. April 
| and May, 1,875. Richest county in 80. Georgia. 
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‘IDAHO. 
Bolse, Evening Copia News. Daily average 
1904, 8.296; ave February, 1905, » es 
Actual circulation March 1, 1905, 4,815 


ILLINOIS, 

Bunker Hill, Gazette-News, weekly. Aver- 
age jirst 5 mos, 1905,1,681. 1,681, All home print. 

Cairo. Bulletin. Daily and Sunday average 
1904, 1,945, April, 1905, 2,220. 

Cairo. Citizen. Daily Average 1904, 1,196, 
weekly, 1,127. é 

Chieageo, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average for 1904,4,100(@@). 

Chicago. Farmers’ Voice + Y o- National Rural. 
Actual average, 1904, 25.05 

Chicago, Gregg Writer, monthly. Shorthand 
and Typewriting. Actual areraye Jos, 18,750. 

Chicago. Inland !’rinter. Actual average cir- 
culation Jor 1904, 18.812 (© '.812 (©). 

Record-Heraid. sy , mee 1904, daily 


Chicago 
145.761. * Sunday 19 ee ‘our 
mos. 1905, daily 14: dgese ‘Bu inday 20: on 


wz The absolute correctness of ‘the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 
Kewanee. Star-Courier. Av, for 1904, aoty 
8,290, wy, 1.278. Daily, 1st 4 mos.’05, 8,802 
Peoria, Evening Journal, daily and Sunday. 
Sworn daily average for 1904, 18,525. 
» na Sunday mornin 
Authal average for 100i d'y 81.528. Sy v.95E. 
INDIANA. 


Evaneville. be Cometen. Gaity and 8. Conner D>.. 
b. Act, av. ’ ° mere erensas - 
4. Sm Smdtha Thompeon, 8p. Sp. Rep.,N.Y.& Chicago. 


Evanaville. Journal-News.” Av. for 1904, + 
ose. Sundays over 15.000. E. Katz, 8. A.. 


Marton. Leader, daily. W.B. Westlake, 
Actual average for year 1904, 1904, 5.685. 


Munele, Star. Average Average net sales 1904 (ali re- 
turns and uueold copies dedu deducted), 28,781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net averuge for 1904, 28,815 


Riehmond. Sun-Telegram. Sworn am, 1904, dy 
8.761. 








te. Star. Ar. net sales 1904 (all 
diuda copies deducted), 21.288. 


INDIAN TERRITORY. 


Ardm Ardmoreite, daily and woutaty. 
Average for 1904, dy. 2,068; wy.. 8.291 


IOWA. 


. Democrat and Leader. Largest 
oun pr prod Sworn aver, Aug., 1905, 7,785. 


Dd rt. Times, Daily arer. July, 10,656. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Conia. Goltz. Leterete Young, 


blisher. ws, $6,388. 
Present ee 

City circulation guaranteed largest in Des 
Moines. canes ens department a adver. | | 
is combi. rries 
J LF ag in siz iooues a week than any 
in seven. 





Dea Moines. Wallace's Farmer, wy. Est. 1879. 
Actual average for 194, 86.811. 
Keokuk. Gate — ete av. 1904, 8,145; 
ily six months, 1 
Muscatine. Journal. Dail 


av. 1904, fe. 
tri-weekly 8,089, daily, Ma: . 


1905, 5,45 
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Sioux City, Journal, daily. Average for 1904 
sworn, . . Av. for July, 1%5, 24.851. 
pte " re most news and most foreign and local ad- 

ising. Reud in sv 0 per cent of the homes in ci yn 


wots City. Tribune, Ev Evening. Net 
daily, averuge 1904, 20,673: May, 1905, 24.295. 
The paper 4 gt ard circulation and adrertis- 


wa of Sioux City’s 
jo ae eB ia me Ne tribe — 7 


The absol: = veined of the 
latest circulution rating accorded 
the Tribune is Fah may ws by the 

ishers of Rowell’s American 
ewspaper Directo who will 
pay, one hundred do ~e g the 
a person who successfully con- 
troverts its accuracy. Only flows 
paper that has the Guaranteed Star. 


KANSAS. 
Mutchinaon. News. Daily 1904, 2.964. First 
Jive mos, ’05, 3.896. E. Katz, Ayeut, New Yor. 
KENTUCKY. 


Harrodsburg. Democrat. Best wy.: best se 
Ky.; best results toudv. Proven av. cir. 582. 


Lexington. Leader. Av. 04. evg. 4.041, Sun. 
56,597, May, 05, evg.,4.759. E. Katz, Spec. Agt. 


Loulfeville. Times. Daily average year ending 
June 50, 1905, 86,025, Beckwith Agency, Rep. 


Padueah, Journal of Labor, finds a welcome 
in the homes of well-paid workmen, 52 times a 
ear. 


o «eee The Sun, Average for April, 1905, 
LOUISIANA. 


New Orleans. Item, official journal of the 
city. Av. cir. jirst six mouths 1905, 22,280, 


New Orleana, The Southern Buck, official 
organof Flkdom in La. and Miss. Av.’04,4,815. 


MAINE, 


Augueta. Comfort,mo. W. H. Gannett, pub. 
Actual average Jor 1904, 1,269,641. 








Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1904, 6,844. weekly, % 486. 


Bangor. Commecael. Average Jor 1904, daily 


8,991, weekly 28,8387. 
Dover. rae Observer. 
average 1904,1,9138 
Lewiston. ent Journal, daily. 
1904, 7,524(© ©). weekly 17. 450 (© ©). 


Phillips, Maine Woods ana Woodsman,weekly. 
J W. Brackett Co. Average for 1904, 8,180. 


Portland, Evenin, ng Express. Average for 1908, 
daily 12,166. Sun elegram, 8,476, 


MARYLAND. 


Baltimore, News, daily. Even- 
ing News ing Company. 
Average 194, 53.2784. For 
August, 1905, 58. 48 

absolute correctness of the 
vag a yating gecerees 


Actual weekly 


Aver. for 





Ne Di Pubtohers, 1 hundred 
ewspaper Dir wi y one hundre 

dollars to the ‘Pret povecn who succesafally con- 
troverts its accuracy. 


ay seein nccdaaeyl 
Boaton,. Lag om | Transcript ( Boston’s 
tea table pa r, Largest amount 0 - day adv. 


Boston, ie Average for 1903. daily. 17%,- 
arerace for 1908 1dacget Vor 15, site 64. 
average Jor 1903. le t ‘or 194, 

La daily circulation for 1904 in 

~s nd, whether morning or commis. 4 #... 
ng and orgning editions combined. Second 

}~ A Sunday circulation in New England. 


Daily rate. 20 cents agate hay t. run-of- 
pape ; Sunday rate 79" cents per Xy The best bese 


ng propositt 
mane Traveler, Est. 182, Actua! daily av. 
1902, 78.852. In 1903.%6.666. For 1904, aver- 


7 Lay circulation, $1, one a es. 





: Smith & Thompson. N. . and Chicago, 
Pasi River. News. Largest I. cir’n. Dota. ar. 
6,953(:%) Robt. Tomes, Rep., 116 Nassau S tw. 











22 PRINTERS’ INK, 


Boston. Globe. Aver. to July 1, 1906. daily, 19%.- 
O77, Sunduy, 805.888. “Largest Circulation 
Daily of any two cent Tay 4 tin the United States. 
400.000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and asternoon editions for one price. 
&@* The absolute correctness of the latest 

circulation rating accorded 

the Boston Globe is guaran- 

teed by the publishers of 

the American Newspaper 

Directory, who will pay one- 

hundred dollars to the first 
person who successfully controverts its 
accuracy. 


AUGUST, 1905. 


DAILY. 


180,770 
183,545 
182,361 
182,745 
182.417 


184,002 
181,984 
181,754 
182,371 
183.965 
183,403 





SUNDAY. 





297,458 


193,647 
___ 1821 189 


Totals 4,944 998 1,188,432 


Daily a 183,148 
Sunday Average, 297,108 


Perfect copies printed for sale. 
CHAS. H. TAYLOR, JR.. 
Business Manager. 
September 2, 1905. 


Springfield. Good Housekeeping,mo. Aver- 
age jirst 5 mos. 1905, 208.420. No issue iess 
than 200,000, <All advertisements guaranteed. 














Worcester. Evening Post, daily. Worcester 
Post Co. Areruge for 1904. 12,617. 


Worcester. (Opinion —e jue, daily ( 
Paid average for 1904, 4,782 ai now. 


MICHIGAN. 
Grand Rapida, Evening Press dy. Ar 
1904, 44,807. Average 6 mos. 1905, 46,087. 


Grand Rapida, Heraid. Average daily issne 
last siz months of 1904, 28.661. Only morping 
and only Sunda aw ga its field, Grand Rapids 
( pop. 100,000) a restern estern Michigan ( pop. 750,000), 


Jackson, Press and nd Patriot. Actual daily av. 
erage Jor 1904,6,605. Av. Aug., 1905, 7,258. 
Kalamazoo. Evening Telegraph. First 6 mos. 
1905, dy. 10,128, June, 10, ETA, 8.-10. 9,685, 
Kalamazoo. Gazette. d’y. Yr. end’g May. ’05. 
10,808; May,11, Ost. Largest circ’n y 4.500. 


Saginaw. Courier Herald. daily, Sunday. 
Average 1904,10,2388; July, 1905, 15,015. 











Saginaw, Evening Hews ee. Average for 
1904, 114,816. Augusbs-/905, 17,486, f 


Sault Ste. Marie. Evening News, daily. <Av- 
erage, 1904,4,.212. Only daily in the two Soos. 


MINNESOTA. 


Mignesgetis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest Por daily. 14, 
b ~ La average, 37,927; last quarter 4 

19h Was 92,222; "Hret six months of 190 

was 96.087; Sunday, 74,448. 

CIRCULATI’N The Evening Tribune is guar- 
anteed to have a larger circula- 

tion than any other Minueu 
dgaiay ~ evening ~ A 


GUAR tio he delivery of 
AN th? ‘daily Tribune in Minueap- 
TEEO olisis many thousands greater 

than that of any other news- 


paper. The erty circulation 

by Am. Newa- alone exceeds 40.000 daily. The 

paper Direc- Tribune ia the recognized 

tory. Want Ad paper of Minne- 
apelts. 


Minneapoil«. Journal, daily. Journal Print- 
ing Co. aver. for 1903. &7.0893 1904. 64.888 - 
first 7 mos, 1905, ¢.' mee July, 1905, 67.086. 

lute accuracy of the 


guarau teed by the American News- 
paper Directory. It reaches a 
greater number of the purchasing 
classes and gues into more homes 
than any paper in its jield. It 
brings re results 


Minneapoiia. Svenska a Amerikanska Posten. 
Swan J. Turnblad, pub. 1904,52,0 


ge pn eS farmers’ Tribune, twice a-week, 
W.J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1904,79.750. Actual 
average first six months 1905, 86.295. 

The absolute accuracy of Farm 

Stock & Home's circulation rating 

is guarauteed by the American 

Newspaper ‘ory. Circulation is 

practically —s to the furmers 

zg. Mi ta, the De Western 

isconsin and Northern Iowa. Use 

it to reach section most profitably, 


St. Paul. Dispatch, dy. Aver. 1904,58.086. 
January, 1905, &9.501. ST. PAUL'S LEAD- 
ING NEWSPAPER. W’v aver. 1904, 78,951. 

&t. Pauli. The Farmer. s.-mo. Rate, 35c. per 
iine, with discounts. Circulation for year endir: g 
Dec., 1904, 88.487. 

St. Paul, Volkszeitung. Actual average 1904, 
dy. 12,685, wy. 23.687. Sonntagsblatt 28,640, 


MISSISSIPPI. 

Nattiesburg, Progress, ev’g. Av. wis Pramas Se 

end’g Jan., 1905, 2,178. Pop. 14,000, and growing. 
MISSOURI. 

Clinton. Kepublican. W’y ar. last 6 mos. 1906, 
8.340. D’y. est. Apr.,’04; ar. last 6 mos.’04, 800, 

Joplin, Globe, oy Average 1904, 12.046, 
July, '05, 18,481. atz, Special Agent, N. Y. 

Kaneas Clty, Journal, d'yard w’y Average 
for 194, daily 64,114. weekly 199,896. 

St. Joneph, News and Press. Circ. ‘st 6 mos. 
1905, 85.528. Smith & Thompson, Hust. Rep. 

St. Louis. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average Sor 1904, 
8,080 (© ©). Eastern office. 59 Maiden Lane. 


St. Loula. National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588: average for 
1903, 106,625; average for 1904, 104,750. 


MONTANA. 


Butte. Inter-Mountain. Sworn average daily 
circulation 1904,18,678. Beckwith Sp. Agency. 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, weekly 
Average year ending Janzary, 1905, 146,867. 


Lincoin. Freie Press, weekly. Actual average 








Sor year ending January, 1905, 149,281. 


pers 
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Lineoln, Daily Star, evening 

and Sunday morning. Actual 

alae dily average for 1904, 15,239. 

yAN For March, 1905, 16.362. Only 

‘GA = Nebraska paper that has the 
Guarantee Star. 


neoin, Journal and News. Daily average 
ae 26.388; February, 1905, averaye, 28,055. 


Omaha, Commercial. We reach Western busi- 
ness men. Do youwantto! Circu’n 1904, 2,085. 


NEW HAMPSHIRE. 


Nashua, Telegraph, dy. and wy. — aver. 
Sor 6 mos. ending April oth, '05, 8,28: 


NEW JERSEY. 
Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 6 mos. end, June 30, 1905, 8,859, 


Emnabeth, Journal, Av. 1904, 5,522; jirst 
6 mos. 1905, 6,818; 3 mos. to Aug. 7, 6,604, 
Jeraey City. Evening Journal. Areraye for 


4904,21,106. First 6 mos, 1905, 22,555. 
Newark, Evening News. Evening News Pub. 
Co, Av. for April, 1905,61,544. 


NEW YORK. 
Albany. Evening Journal. Daily average for 
1904, 18,288. It’s the he leading paper. 
Albany, Times- Union. eve ery evening. Est. 1856. 
Ar, Sor ’v4,80,487; Jan, Feb..&Mar.,’45,88,594. 
Binghamton, Evening Herald, daily. Herald 
Co. Aver.sor year end. June, 105, 12,289 (#) 
Buffaio. Courier, morn. Av./4, Sunday ten” 
8382; duily 50,940; Enquirer, even., 82.702, 
Buffalo, Evening News. Daily arerage 1904, 
88.457 ; ‘st six months, 1905,-95,281. 
Catakill. Recorder, weekly. Harry Hall, edi 
tor. Av. yr. endg. My. 05, 8,718; lay, 3.782. 
Corning. Leader. evening. Average, 1904, 
6.238. First quarter 1905. 6,428, 
Cortland, Democrat, fridays. Est. 1840. Aver 
1904, 2,296. Only Dem. puper in county. 
Glens Falla, et le Star. Average circula- 
oo 1904, daily 2,292 
nt Vernon. Daily Argus. Average 1/4, 
2.9 13. Westchest:r County’s leading paper. 
Rebibeadhe News. daily. Av. for 1904, 4.722. 
8,000 more than all other Newb gh paperscomoined. 


New York City. 
American Illustrated Magazine, formerly Les- 
lie’s Monthly Magazine. Ar. cv lation for 1904, 
2946, Present aver. circuiation 800,169, 


pe A & Navy Journa: Est, 1863. Actual weeily 
erage for 52 issues. 1904.9.871 (QQ). Only 
Miticary paper awarded ** Gold Marks. 


Baker’s Review monthly. W.k Gregory Co., 
publishers. Actual average for 1904, 4,900. 

Benziger’s magazine, family monthly. Ben- 
ziver Brothers, Arerage for 1904,87,025, pres- 
ent circulation, 50,000, 

Clipper, weekly (Theatrical), Frank Queen 
Pup. Co, Ltd. Aver. for 1904, 25.662(O©). 


Fl Comercio, mo. Spanish export. J. Shep 
ard Clark Co.. Average for 1904, 7,292. 


Gaelic American, weekly. Actual omnes Jor 

1904, 8,179; for 23 weeks in 195, 28,180 
aberdasher, mo., est, 1881. Actual ar ——— 

1904, 7.000, Binders’ darit and Post Office 

rece:pts distributed mon monthly t to advertisers. 

Hardware Dealers’ Magazin Magazine, morthly. 

In 1994, average sssue. 17.500 (© ©). 

D. T. MALLETT, Pub.. 253 Broadway. 

Leslie’s Weekly. Actual aver. year end. Aug. 
190k, 69,077. Pres. ar. over 85.000 weekly. 

Music Trade Review. music trade and art week- 
ly. Average for 1904, 5.509, 

The People’s Home Journal, 525.166 monthly. 
Good Literature, 452.883 monthly, average cir- 
culations for 1904—all to id-in-advance sub- 
scribers. F. M. Lupton. pubi:sher. 

Pocket List of Railroad Officials. qly. Railr’d 
& Transp. Av. 1903, 17,992; 1904, 19,547, 














Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,- 
769 copies. _ 


The Wall Street Journal, Dow. Jones & Co., 
pubs. Daily average sirst 6 months, 15, 12,916. 

The World. Actual aver. for 1904, Morn,. 8302, 
885, Eveuing, 879.785. Sunday, ‘4 58,484. 


Rochester. Case and Comment. mo. Law. Av. 
or 1904, 8V.000 ; 6 vears’ average, 0.103, 

Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1903, 11.62%. 1904, 12.574. 

Syracune. Evening Ileraid. daily. Herald Co., 
pub. Acer, 194, daily 85.648. Sunday 69.161. 

Ttiea, National ames Contractor, mo. 
Average for 1904, 2.625 

Ttlea. Press. daily. utto A, Meyer, publisher, 
Average Jor 1904, 14,879. 


NORTH CAROLINA. 
Charlotte. News—Leadiug evening f «- rin 


two Carolinas. Circulation 4.461, ished 
in best city and best section of these ‘States. 


Charlotte. Observer. North Carolina’ ofore 
most newspaper. Actual daily aver. 1904, 6,148, 
Sunday. 8.40%, semi-weekly, 4,496. 


Raleigh. Biblical Recorder. ee. Average 
1903,8.872. Average 14, 9.756 
NORTH DAKOTA. 


Grand Forks, ~—— Cire. July, 05, 6.857%. 








Examination by A 1., June, '05. Biggest oo 
in North Dakota, iaCoste & Maxwell, N. Y. Rep. 
OHIO. 


Akron, Beacon Journal. Aver. 6 mos. ending 
July, 1905,11,198, N. Y.. 266 Broadway. 
Ashtabula, Amerikan Sanomat 
Actual average for 1904, 10,936, 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily yy: 1904, 79.460: Sunday 68.198, 
August, 1905, 75,829 daily; Sunday, 79.142. 
Dayton, Herald, evening. o.. 1904, 18.280. 
Largest tn Dayton, paid at full rates, 
Youngatown. Vindicator. D'y ar.’04.12,020. 
LaCoste & Maxwell. NY. & Chicago. 
Zanesville, Times-Recorder. Sworn ar. ist 6 
mos, 1905.10,427. Guar'’d double nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 
Oklahoma City. The Oklahoman. 71904 arer. 
8,104. July, '05,11,225. E. Katz, Agent, N. ¥. 


OREGON. 
Portland, Evening Telegram, dy. some Sun.) 
Average circulation during 1904, 21,27 


Portiand. Oregon Daily Journal. poe aver- 
age for June, 1905, 28,008, 


Finnish. 
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PENNSYLVANIA. 
Bellefonte. Centre Democrat. Chas. R. 
Kurtz, Publisher. Proven circulation duriug 
1905 adeura. 800; now is,and for the nert yeur 
will be, over 4.500 per issue, rgest paper in 
Centre County. Circulation confined generally 
to the county. 


Cheater. Times, ev’g d y. Average/904, 7.929. 
N, Y. office; 220 B’way. F. Rt. Northrup, digr. 


Erie, Times, daily. Arer. for 1904, 14,257. 
July, $905, 15,109. £. Katz, Sp. Ag., N.Y. 

Harriaburg. Telegraph. Dy. sworn ar.,6 mos 
end’g June, 12,060; June. 12, 786. Best in H’b g. 


Philadelphia, Confectioners’ Journal, _ 
Av, 194, 3,00 4; av. ist 6 mos. 1905, &, 420 ( 
Philadelphia. German Daily Gazette. Aver- 
circulation ist 6 mos .1905,daily 50.996: “Sunday 
0,155. Sworn statement. Cir. open. 
Philadelphia. The Press isa Gola Mark (© ©) 
Newspaper, a Koll of Honor Newspaper, and a 
Guarani Star Newspaper, the three most de- 
sirable characteristics for an, Pt saa Cir- 
culation, daily average 1904, 1 
Pittebarz. Lator World, wy. Ar. 1904, 22,« 
618. Reacnes best paid of workmen inU.8 
» We 7 Chester. ho News, 
daily. W.H.H Averaye for 
1904, 745.180 (3). Tn ‘its 34th year. 
Inde; las Chester nty 
aud rictuity for it its field. Devoted 
pA — news, hence 1s a home 
per. Chester County is second 
in tn the State in : State in agricultural wealth. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for eacu day in the 
month of ~~, 1908: 











7 Total for 7 days, 5,509,754 copies. 
NET AVERAGE FOR AUGUST, 


204,065 copies a day | 


PA BULETH's circula cures are f 
damaged, unsold, free and returned copies have 


n omitte 1. 
ges 11am L. McLean, Publisber. 

“In Philatelphia neatly everybody reads the 
Bulletin.’ 

Philadelphia, Sept. 4, 1905. 

Philadelphia. Farm Journal, mopthiy. V il- 
mer Atkinson Company. ublishers. Average 


for 1904, 593.3: Printers’ Ink awarded the 
seventh Sugar Bow! to Far:n Journal with this 
i 10n . 
“Awarded June 25th, 1902. 
* Printers’ Ink, © ee Lhe 


Schoolmaster’ in the Art of 
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The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


JULY CIRCULATION 


The following statement shows the actual cir- 
eulation of THE KVENING — for each 
res in themonth of July, 1 


SBS 











Tota] for 25 days, 4,095.990 copies. 
NET AVERAGE FOR JULY, 


163,839 copies per day 


samchat BH. Ths ged President. 
PHILADELPHL, A! 
WIllam«port, nt pemriats Greatest 
es Av. first 3 mos. 1905 285.756. Smith 
¢ Thompson, keps., New York and Chicago. 


Tork. pemeteh. daily. Sor 190k 
$.974. Enters two-thiras Py a ‘ 


RHODE {SLAND. 
Pawtueket. Evening Times. Average for 
six months ending June 30th, 1905, 16,818. 
Providence, Daily Journal, 17.290 (@@). 
Sunday,20. 486:1@ >). Evening Bulletin 87. 886 
averaye 194. Providence Journal Co.. pubs. 
Weaterly, fun. Geo. H. Utter, pub. Avera 
1904, 4,480. Ouly daily in 8o. ‘Bhode 2 Island. v4 
SOUTH CAROLINA. 
Oharieston, ivening Post. Actual dy. aver 
for first 3 mouths 1905 i110. Apr. 4,458. 
Columbia, State, Actual average for 1904, 
tasty’ 8.164 copies, (90) ye sem:-weekly 
2.251. Sunday 9.417 Ob). A aver. for first 
Fscais of 1905, daily 9-081; cs 0.594. 
&2 The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 


accuracy. 
TENNESSEE. 
Phy ~~ 5 dy -¥ 35,082, ween oer 


Knoxville. Journal may kaa 
une. Daily 15.060 Gh. 
Jan. 31, 1908, . 0 © (). Teen 


omer rr 

I ‘ieee papers in 
the ‘south, and only paper in 
Tennessee awarded the Guarantee 
Star. The leader in news, circula- 








“ Advertising. to the Farm 
* Journal Aftera ng 

“of merits extending over a 
“period of half a 7. thet naper.among all 
“ those published in the Un'ted States, has been 


“ral population, and as an effectiveand economt- 
“cal medium for communicating with them 
“ through its advertising columns.” 


Pan yy The rocery World. Actual 
werage for 1904,11.76 











tion, infil and adrertising patronage. 


Knoxville. Sentinel. Av.’04,11,482. Led near- 
est cumpetitor 41,000 in adr ert’ng. “04, 6 days vs. 7. 


Memphis. Commercial Appeal. dail anni 
weekly Average ist 6 mos, 1905, daily & 
Sunday, ig ee postin, 84,498. Smith & 
Thompson tatires N. Y & Chicago. 
a" Ile. Banner, ig Aver. for year 1903 
12, for 1904, 20.708. Arerage March, 
“pri, “he. $1,887. 
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TEXAS. 
wana a beget. Standard, weekly Average for 





ee Record a: and Chronicle, Daily av. 

190. ape te | = > Paearar | Peg J and 
reach nearly in 

families of Denton co — — 


El Pase. Herald. Av.’04, 4,211 ; May.’05,5.015. 
Me showed Herald 


lerchants’cunrass in 80% of El Paso 
homes. Only Paso eligible to Roll of 
Honor, J.P. Smart, 150 Nassau St., N. Y. 


VERMONT. 


Barre. Times, daily. F. P. > Aver, 1904 
enoinen 1905, 8,868 


Burlin ypeen. Pree Press. Dail ang 03, 5.566, 
mS 2 Largest vity and te circulation. 
ed by Assoc’n of ‘American Advertisers. 


elantingten. Daily News, evening. Actua 
ily average 1904, 6,018 ; last 6 mos., 6625; 
Glca. 7,024; last month, 7,847. 


Rutland. Herald. Arerag Average /: 8 set. Ar- 
erage 3 months ending June 1, 1908" 4,181 


VIRGINIA. 
giiheent, Bows Leader, afternoons. Actual 
ly average 1904, 283.575 (eee American News- 


fF Directory). It has no 1 in pulling 
power between Benen and Atlanta, 








Nerfolk. Dispatch, 1904, 9.400; 1905, April, 
11,090; May, 11,287; June, 11,542. 


Riehm ond, Times-Dispatch, 
morning. 





: Actua "daily me suats. ia 
LAL ing December. ¥ 505, 208 172 High 
Ye N roulation 
E 


ot 
0 or dupl cation. in mincty percent 
of Richmond homes. 


WASHINGTON. 
bg wr Recorder. Daily av. 1904, 2.289; 
465. Only uy paper tele. reports. 
a. Ledger. 4 14,864; Sy., 
wire. co es 9.524. ya 6 oak oe - ; hema i 
30, 1906, Daily, 15,189, Sunday, 19,77 





Tacoma, News. Daily average 5 months end- 
ing May 3/,16,827. Suturday issue, 17,495. 


WEST VIRGINIA. 


oteone . Sentinel, daily. R. E. Hornor, 
pub. serage jor 1904, 2,820, 


Wheeling. Bowe, Daily paid cire.,11.517 (). 
Sunda; id circ. 11,988 (%). For 42months up 
to Aprils, 1905. rantees a paid csreulation 
equal to any other two Wheeli ing papers combined. 


WISCONSIN. 


Milwaukee, Evening Wisconsin, d’y. Av.1904, 
26.201; July, 195, 26,755 (@@). 








Milwaukee. Journal, daily. Journal Co., puh 
Yr. end. June, 196, $7,886, July, 195, 40,783, 
Oshkosh, Northwestern. daily. Average for 
190k, T,281. December, 14, 7,426. - 
Wisconsin Agricuite rist. Racine, we. 
Esta _ 1877. The only 
Wuensn on 


tion 18 pe oo by the Amer- 
tcan Newspaper Directory. Actual 
av ng oy Sigs 903.88,181: for 1904, 
87.264 08, year r ended oe 34, 
N. Y. Office. Temple 
Richardson, Mgr. 
WYOMING. 


Cheyenne, Tribune. Actual daily average net 
Sor first six months of 1905, 4,880. 


BRITISH COLUMBIA. 
Vancouver. Province. daily, W. C. Nichol, 
publisher, Arerage for 1904, 7,426; average for 








'| July, 1906, 8,745. 


May yy Colonist, daily. Colonist P. & P. 
10. Aver. for 1908, 8,695 ; for 1904, 4,856 (2k). 


MANITOBA. CAN. 


Winnipeg, Free Press, daily and weekly. Av- 
erage for 1w4, daily. 25,698; weekly, 15,801. 
Daily, July, 1905, 81,260. 


NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
October, November, December. 1904, 6,091. 
NOVA SCOTIA, CAN. 
Halifax, Herald (Q©@) and Evening Mail. 
Ci: ion, 1904, 15,688. Flat rate. 
ONTARIO, CAN. 
Toronto. Canadian Implement and Vehicle 
Trade, monthly. Arerage lverage Sor 1904, 6,000, 


Toronto. Star, “daily. aot average ci 
culation for July, 196, 8%,84 - “4 


Toronto, The News. Sworn average daily cir- 
ition for June, 1905, 89.496. Advertising 
rate 3i¢c. J run of paper. The largest cir- 
== of any evening paper published in On- 
ari 





Toronto. Evening Telegram. Daily, 
1904, $1,884. Perry Lukens, Jr., N.Y. 


QUEBEC, CAN. 


Montreal, Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28.850; weekly, 18,886. 


Montreai. La Presse. - Bay Pub. Co. 
Lta., publishers. 4ctual 190k. daily, 
80,259; Av. Mar., 05, 95, 826. 8 Bat. 118, $92. 

Montreal. Star, dy. &wy. Graham &Co. Av. 

‘or 03, dy. &5. 18t. 122,269. <Av. for 1904, 
ay. 56, 795, wy. 125. 40, 

Sherbrooke. Daily Record. Guaranteed av, 

1904. 4,917; July, 1905, 6,886. 











who make regular use of it 


upon and backed by the 





The Roll of Honor is considered by those publishers 


and quickest means of setting circulation figures to date 
before the American advertisers. 
a newspaper directory to date; it chronicles the facts of 
last month, last week—of yesterday. 

There is no service like it to be had anywhere—based 


Rowell’s American Newspaper Directory, its value to 
publisher and advertiser becomes of unusual importance. 


the most effective, cheapest 


The Roll of Honor is 


rules_and requirements of 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements unde this heading, from papers of the requisite grade and class, cost twenty 
cents per line per Week. Under a YEARLY contract, two lines (the smaitlest advertisement accept- 
ed) cost $20.80 for a full year, ten per cent discount, or $18.72 spot cash, if paid wholly in advance. 





COLORADO. 
‘fH Denver Post, Sunday edition, Sept. 3, 
1905, contained 4,478 different classified ads 
a total of 100 2-10columns. ‘the Post is the big 
Want medium of the Kocky Mountuin region. 
The rate for Want advertising in the l’OsT is 5c. 
per line each insertion, seven words tothe line. 


CONNECTICUT. 
M EKIDEN, Conn., RECORD covers fleld of 50,000 
4 population ; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a day. 


DISTRICT OF COLUMBIA. 
NHE EVENING and Sunpay Star, Washington, 
D.C. (© ©). carries DOUBLE the number of 
WANT Abs of any other paper. Rate lc. a word. 


ILLINOIS, 
EORIA (Ill) JOURNAL reaches over 13,000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue, 


‘(HE CHAMPAIGN NEWS for years has car- 

ried more classified ads than all other 
papers in Ch ign county ined. Nearly 
everybody in the county looks to The NEws to 
supply their wants. 





66 NT EARLY everybody who reads the Eng- 
L lish language in, around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Review. and that’s why the DaILy News is Chi- 
cago’s “want.ad” directory. 


INDIANA. 
‘|. HE Terre Haute STaR carries more Want ads 
than any other Terre Haute paper. Raie, 
one cent per word. 


J ie ~ Indianapolis NEws during the year 1904 
printed 125.207 more classified advertise- 
ments than all other dailies of indianapolis 
combined. printing a total of 273,730 separate 
paid Want ads during that time 


TPH Star league. composed of Indianapolis 

“TAR. Muncie STAR and Terre Haute STAR; 
general offices. Indianapolis. Rate in each. one 
cent per word; combined rate, two cents per 
word 





HF Indianapoiis STaR is the Want ad medium 
of Indianapolis. It printed during the 
year of 1904 491.313 lines of Wantads. During 
the month of December the STAR printed 17.335 
lines of classified financial advertising. This is 
4.275 lines mor- than published by any other In- 
dianapoiis newspaper for the same period. The 
News in December. 1904. printed 13.060 lines; the 
Sentinel 4,516 lines. and the Sun 2.630 lines. The 
Indianapolis STAR accepts no classified advertis- 
ing-free. The rate is one cent per word. 


Hl’ Marton LEADER is recognized as the best 
result getter for waut ads. 


HE Muncie Star is the recognized Want ad 

medium of Muncie. It prints four times as 

much classified advertising daily as all other 
Muncie dailies combined. 





IOWA. 
RE Des Moines CaPITaL guarantees the larg- 
est circulation in tne city of les Moines of 


ary daily newspaper. It is the want ad medium 
oflowa. Rate, one centa word. By the month, 
Si perline. It is published six evenings a week. 
Saturday the big day. 





MAINE. 
TJ. HE Eventne Express carries more Want ads 
than all other Po:tiand dailies combined. 





MARYLAND. 


‘(HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 


recognized Want Ad medium or itimore. 
MASSACHUSETTS. 


2 ™ CENTS for 30 words, 5 days. DatLy ENTER- 
~) prise, Brockton, Mass.. carries solid page 
Wantads. Circulation exceeds 10,000. 


‘J, HE BOSTON TRAVELER publishes more Want 

advertising than any Other exciusively even- 
ing paper in its field. and every advertisement 
is paid for at the estavlished rates. 





HE Boston EVENING TRANSCRIPT is the lead- 
icg educational medium in New England, 

It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


OSTON GLOBE, daily and Sunday, first six 

months of 1905, printed a total of 217,465 
classified ads. and there were no trades, deals or 
discounts. ‘this was a gainof 3,959** want” ads 
over the same period of 1904, and was 71,145 more 
than any other Boston paper carried during the 
first six months of 1905. 





MICHIGAN, 
AGINAW CovurIeR-HERALD (daily), only Sun- 
day paper; result etter; circulation in ex- 
cess of 12,500; ic. word; Xe. su uent. 





MINNESOTA, 
‘(HE Minneapolis JOURNAL carried over 5& 
r cent more Want ads during July, 
1905, than any other Minneapolis daily. No free 
Wants and no objectionable Wants. Circulation, 
1993, 57,039; 1904. 64,333, first 7 months 1905, 67,405; 
July, 1905, 67,036. 


Ts MINNEAPOLIS TRIBUNE is the recognized 

Want ad medium of Minneapolis and has 
been for many years. It is the olaest Minne- 
apolis daiiv and has 100,000 subscribers, 
whicb is 30,000 odd each day over and avove any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in Minneapolis. by 
many thousands, than any other evening paper. 
it oublishes over 80 columns of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning anid evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted auvertisements or the 
amount in volume. 


4 Ne St. Paul Drspatcn is St. Paul’s Want Ad 

Directory, carrying more advertising than 
all other St. Paul mediums combined. ‘the guar- 
anteed paid circulation of the St Paul DIsPaTcH 
for year ending March 31, 1905, 57,668 ; for March, 
59.440; for April 60,541; for May, 62.727, this in- 
crease caused by thurough canvassing—no pre- 
miums. Thousands of people use it exclusively 
and everybody includes it in their list No free 
want ads are published and objectionable adver- 
tising is rigidly excluded. The May advertising 
shows a daily increase of over 602 lines in three 
months. Seven telephone trunk lines assist in 
receiving this classified business. 





MISSOURL. 
‘THE Joplin Grose carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, l5c. * 
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[HE Kangas City JOURNAL (every morning 
including Sunday), one of the opp yd 
Wani ad mediums of the United States; 21 to 35 
a ee paid Wants Sunday; 7 to 10 columns 
da Rate, 1 cent a word. 


MONTANA, 
TT "24 Anaconda STANDARD is Montana’s great 
Ad” medium; ic.a word. Average 
circulation (1904), 11,359 ; $09; Sunday, 13,/56. 


NEBRASKA. 


INCOLN JOURNAL AND NEWS. ooatiend cir- 
culation over 27,000. Ce 000. Cent a w 


HE Lincoln Dany sta, t STaR, the best ‘Want Ad” 
me jium at Nebraska’s capital. Guaranteed 
circuiation exceeds 16,000 daily. Rates, 1 cent 
r word. Sunday W ant ads receive extra in- 
sertion in Saturaay afternoon edition if copy is 
received in time. DaILy STAR. Lincoln, Neb. 


NEW JERSEY. 
LIZABETH Darty Journat—Leading Home 
paper; 10to 24 pages. Only “Want” Med- 
ium. Cent-a-word. Largest circulation. 


N*®w4 RK, N. J., Frere ZEeITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents rer month, 





NEW YORK. 
HE Pos?-ExPREss is the best afternoon Want 
ad-medium ip Kochester. 


LBANY EVENING JOURNAL. Fastern N, Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. Re or 
est Want ad in County. 


N Binghamton the LraveEr carries largest pat- 
ronage; hence pays best. BECK WIM N Y. 


UFFALO NEWS with over 87,000 circulation, 

isthe only Want Medium in Buffalo ana the 

strongest Want Medium in the State, outside of 
New York City. 


i he Trmes-Uni0Nn, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, ana 
guarantees a circulation greater than all other 
daily papers in that city. 
)RINTERS’ INK, published weekly. The rec- 
ognized and jeading V Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, orinting: Lt gir coon circulars, 
rubber stamps, office devices. adwriting, half. 
tone making, and practically anything which 
interests and appeals pe advertisers and busi- 
ness men. Cl ac 20 cents 
a line per issue Gat: six words toaline, Sample 
copies, ten cents. 











OHLO, 
| ie Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as all the other papers. 
OUNGSTOWN VinDICATOR—Leading “Want” 
medium. lc. per word. Largest circulation 


(HE MansFiv~p News publishes daily more 
Want ads than any other 20.000 population 


newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 
OKLAHOMA. 


f i OKLAHOMAN. Okla. City. 11.851. Publishes 
more Wants than any four Okla.competitors, 


PENNSYLVANIA. 
‘pes Chester. Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 


WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN! 
Want Ads. in THE BULLETIN_ bring 
prompt returns, because “in Phila- 
delphia nearl aw reads 

LLETIN 


THE BU 
Net paid daily —— circulation for 
it: 


24,065 copies per day. 
(See Roll of Honor column.) 


SOUTH CAROLINA. 
singe Columbia STaTE (©) carries more Want 
8 than any other S. C. newspaper. 


VERMONT 
‘PHE Burlington Dairy NEw _.s the popular 
paper and the Want medmm of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA. 

HE News LEADER, — ublished Ne “d afternoon 
except Sunday, Richmond. Va. Largest 
circulation by long odds (28,575 ar 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 

counted as less than 25 words; no display. 


WISCONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ae GAZETTE, daily and weekly 

reaches 6.500 subscribers in the million yo 
jar Wisconsin tobacco belt, the richest = 
of the Northwest. lates; Want Ads—daily, 3 
lines 3 times, 25¢.; weekly, 5c. line. Big results 
from little talk. 


CANADA. 


[HE Halifax HERALD (OO) and the Mair—Nova 
Scotia's recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
tion in Canada without exception. (Daily 
95,825, Saturdays 113.892—sworn to.) Carries more 
wantaasthan any French newspaper in the world 


PSHE DAILY TELKGRAPH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 23 cents. 





bee Montreal DAILY STAR carries more Want 
_advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any oiher weekly paper paper in Canada. 
rPHE Winplons FreE PRESS carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal] the other 
daily papers published in the Canadian North- 
west combin Moreover, the FREE PRESS car- 
ries a larger volume of ge eneral advertising 
than any other daily paper i paper in the Dominion. 


BRITISH COLUMBIA. 


VICTORIA COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
= Want Ad medium on the Canadian Pacific 

oast. 


ADVERTISING THE CLASSI- 
FI 


Want ads are very nearly the 
most human thing in the paper 
day by day. Therefore, it ought 
to be an easy task to advertise and 
call attention to them. One in 
ten of these little cards is instinct 
with life and has a story behind 
it. It ought to be suggestive to 
the advertising manager. Yet, as 
a rule, taking classified mediums 
the country over, only a few 
realize how much their want ad 
patronage can be made to grow, 
not by advertising it ouside at all, 
but simply by telling readers the 
paper already has something about 
its classified columns. 

“Chronicle Wants Bring Quick 
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Results” was about all the paper 
ever ventured to say about its 
liners a few years ago, and usu- 
ally it said this little say over the 
liners themselves. But a few live 
mediums have largely changed all 
that—the Chicago Record-Herald, 
New York World, Times, Tele- 
gram and American; Des Moines 
Capital, Philadelphia Bulletin, 
Norfolk Virginian-Pilot, and other 
papers that not only sought classi- 
fied patronage, but showed read- 
ers why they should have it. They 
played up the human quality of the 
want ad in little advertising 
stories day by day. If you are 
not sure that you see where the 
human quality of classified adver- 
tising lies, read this ad from the 
Norfolk Virginian-Pilot: 


SHREDDED PATIENCE 

is a common ailment. Is your patience 
worn to shreds—by living in a house which 
always needs repairs, but whose owner 
thinks that promises should satisfy you—by 
a servant who raises your living expenses 
and Jowers your living comforts—by an em- 
ployee who tries harder to work you than to 
work for you—by a partner who shares the 
profits but shirks the pains—by an exorbitant 
rent for office, or store, or shop—by lack of 
business capital? An intelligent want ad- 
vertising campaign, costing hardly more than 
a week’s pocket money, will correct all of 
these things and put your nerves in proper 
condition again. 








Advertising the classified means 
picking out the vital points, taking 
the thought that is in the public’s 
mind, and playing it up where the 
public will see it. Perhaps seven 
advertising managers in every ten 
who adopt a line of advertising to 
help along the classified (it is 
astounding how many solid news- 
papers never see fit to say any- 
thing about their classified at all— 
never have any opinions about it— 
never venture to assert that it is 
good or even “bring results”) 
make the error of putting their 
little say on the classified page 
itself, which is exactly the place 
where it should go last of all. For 
the people who turn to the classi- 
fied already have the want habit. 
It is for those who seldom look 
over among the liners that one 
must angle. And while it is ad- 
visable to advertise always for a2- 
vertisers, demonstrating how the 
want ads can help them, suggest- 
ing new uses, this is not the place 
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to stop, by any means. Advertise 
also for readers of the classified, 
who make it profitable, and are 
worth about three to one as com- 
pared with classified advertisers. 
Teach readers to read the liners 
and there will never be any lack 
of people to use them. 

The following announcements, 
most of them displayed and some 
of them illustrated in the original, 
were clipped from newspapers that 
are not only live want ad me- 
diums, but that never permit the 
people of their respective com- 
munities to forget that fact: 





Sunday Wor/d wants work Monday morn- 
ing wonders.—New York World. 

The best way to sell your real estate is to 

lace it in the hands of one of Sioux City’s 
five real estate agents. Any one of them can 
sell it quicker and easier than youcan., You 
will find their ads in the 77tbune classified 
columns every day. Look for them to-day. 
— Tribune, Sioux City, Iowa. 

A want advertised in the Un7on ceases to 
exist.— Union, Springheld, Mass. 

Somebody will buy a piece of real estate ad- 
vertised to-day and will make it the ccrner- 
stone of a fortune.—7ribune, Sioux City, Ia, 


In jiffy time, with little ado, at trifling cost— 
the want ad way of getting things. Tell it to 
Main 4000.—Detroit Journal, 


To Keepers of Lodgings and Seekers of 
Board: This is the time of year when people 
are making and seeking accommodations— 
cosy homes where the cold winter nights may 
be passed in cheerful happiness. Tee-Dee 
want columns is the place where boarders and 
seekers of lodgings meet. If your advertise. 
ment has not been inserted, do you at once 
send it in if you wish to make your home or 
provide a home.—Times-Dispatch, Rich- 
mond, Va. 


Tee-Dee want ads have been the beginning 
of many important careers and responsible for 
the success of many branches of business.— 
Times-Dispatch, Richmond, Va, 


A want ad searches the city for the person 
you want or the thing you need!—7+ribune, 
Sioux City, Iowa. 


Add to your pocket or pin poner manen 
the garret and cellar for articles of furniture 
and other things that have lost their usefulness 
to you. ‘‘Main 20” will connect you with the 
Star’s “For Sale” column. Rapid riddance, 
quick cash!—Kansas City Star. 


A portly gentleman and his wife boarded 
a tube train at 72d street yesterday morning 
and took seats on the station side of the rear 
coach, he electric lights shone very 
brightly through the car window and caused 
the gentleman’s wife to shade her eyes and 
exclaim: “Let's move over on the shady 
side; we'll get the sun here!”’ 

Many intelligent persons are quite as 
thoughtless in their search for the ‘*Com- 
fortable” seats in the car of “ Life.” 
Through haste or carelessness they move in 
error. To act knowingly be guided by the 
World’s Want Directory. , 

It is the fast express that runs daily be- 
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tween the stations of Demand and Supply.— 


N.Y, World. 


THE A-B-C’S OF SUCCESS! 


Ascertain if the position, the room, house, 
apartment, the business opportunity or the 
realty sacrifice you are looking for is de- 
scribed among morning Wor/d wants. 

Before others get ahead of you, be “up” 
and “ doing.”’ 

_Close your ‘‘deal” promptly, for delays 
are dangerous. 4 

All these three steps are made possible 

through World wants.—N. Y. World. 


IF THAT BUSINESS SCHEME 


of yours is good enough for you to devote 
your time to it, it is good enough for some 
other man to invest his moneyin. You can 
find the “other man” through a “ Business 
Opportunity "’ advertisement in the Record- 
erald.—Chicago Record-Herald, 


If you read Gazet’e wants ads with the 
right sort of eye-glasses, and see things 
aright, the day may “‘ bring forth” good for- 
tune and good omen for you.—Gazette, St. 
Joseph, Mo. 

LEGAL ADVERTISING. 


The New York 7imes publishes more legal 
news than any other New York newspaper. 
It is read by more lawyers than 4 other 
newspaper. It publishes more legal adver- 
tising than any other newspaper. Lawyers 
in designating newspapers for their advertis- 
ing will do well to consider these facts.— 
New York Times. 


Help—Business men in search of stenog- 
raphers or other experienced office help will 
do well not only to read the column headed 
“Situations Wanted,’’ but also the “Instruc- 
tion’? column, in which the leading business 
schools of New York are advertised, By tele- 
phoning or writing to agood business school 
a good deal of time is often saved in secu- 
ring valuable assistants.—. Y. Times. 


ONE HUNDRED AND THIRTY-SIX 

Help and Situation Wanted Advertisements 
in the Bulletin to-day.—Philadelphia Bulle- 
tin, 
GATHER THE FRUITS OF BUSINESS 
by advertising in Tee-Dee Want Ads, one 
cent a word.—Times-Dispatch, Richmond, 
Va, 


BUYING AND MARRYING. 


That renters intend to own their own 
homes as soon as possible is as certain as 
that young men intend to marry when ready. 
Every day some renters are ready to buy— 
and some young men ready to marry. Real 
estate ads in the Gazette interest both.— 
Gazette, St. Joseph, Mo. 


TIMES WANT ADS GO TO EVERY 
HOME. 


Times want ad salesmanship wiil sell your 
home, horse, cow, or rent your rooms, rent 
or sell your farm. Whatever you want to 
buy or sell, the 7#mes want column will 
bring the buyer and seller together. Rate 
only 5 cents a line, with a minimum of four 
lines. Go to every home.—7imes, Leaven- 
worth, Kan. 


“To fear the worst oft cures the worst,” 
and when loss of employment is threatened 
it is weil to ‘‘cast an anchor to windward ”’ 
by advertising for another position.—7rié- 
une, Bay City, Mich. 


WHAT WERE THEY TO DO? 


They would have no servant girl in the 
morning ! 

Overnight that worthy announced her in- 
tention of going with a family up in the 
Catskills. 

But there was no crisis—for this cool- 
headed housewife had the matter thought 
out months in advance, and when the blow (?) 
fell she had more than discounted its dire 
effect ! 

Bright and early next morning she had 
her American, and there, sure enough, 
under the heading of ‘ Situations Wanted—- 
Female,’”’ she found hundreds of girls who 
sought situations. 

Before night a half dozen willing workers 
had called and a selection was readily made, 
—New York American. 


EVERYBODY'S EXCHANGE. 


Go-Carts Paints 

Pianos Cameras 

Books Rings 

Pictures Tyvewriters 

Carpets Desks 

Furniture Sewing Machines 

China Bicycles 

Rugs Show Cases 

Suits Horses 

Overcoats Buggies 

Graphophones Cabs 

Music Boxes Hares 

Gas Heaters Dogs 

Ice Boxes Birds 

Bath Tubs Trade Paper 

Lumber Stocks 

Coal Real Estate 
etc., etc., 


are offered in exchange in the advertisements 
published in to-day's issue among the want 
ads under the classification, ‘‘ Everybody’s 
Exchange.”’ It is interesting to read them. 
—Chicago Record-Herald, 


IF YOU NO LONGER NEED THAT 
HORSE TRADE HIM FOR SOME- 
THING YOU DO NEED. 


A small ad in Everybody’s Exchange 
Column in next Sunday’s Record- Herald 
will make the trade for you.—Chicago Rec- 
ord-Herald. 

The Exchange Feature of the Evening 
Telegram’s classified advertising columns is 
intended for the use of PRIVATE advertisers 
only. Any reader answering one of these 
who finds it to be the proposition of a dealer 
will confer a favor by reporting the fact to 
the Telegram. Advertisements of DEALERS 
appear under distinctive headings. — New 
York Telegram. 


IT IS EASY TO PUT A WANT AR IN 
THE CAPITAL, 


When you bripg a want ad to the Capital 
office 7% will find a very courteous and 
careful clerk to take it for you and assist 
you, if assistance is desired. The Cagital 
takes great pains to make your want ads 
profitable, The rate is only one cent a word, 
or by the month, one dollar per line. The 
Capital is read by nearly everybody in Des 
Moines and Central Iowa. You will receive 
— premium if you bring your ad to the 
office and pay for the same, although you 
are free to mail or telephone your ads, The 
telephones are both No. 13.—Cafital, Des 
Moines, Iowa, 


WHEN THE TREATY OF SHACKA- 
MAXON WAS MADE 
between William Penn and the Indians, 220 
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years ago, there was involved probably 
more real estate than in any other similar 
transaction up to that time consummated in 
the New World. 

Incidentally it was the first ‘‘ square deal” 
the red man ever got—some say the only 
one. 

Within the past 100 years the phenomenai 
increase in value of that Eastern Pennsyl- 
vania land runs into figures that stagger the 
imagination. 

Though probably on a smaller scale, real 
estate to ot abuve all other forms of in- 
vestment, holds out the surest promises of 
rich rewards. Men who two years ago never 
gave a thought to the subject have studied 
its possibilities and placed their spare cash 
in this most profitable of all forms of safe 
investments. 

Thousands daily are taking their first steps 
on this road to fortune—helped in a great 
degree by those invaluable aids—the offer- 
ings and opportunities constantly appearing 
in the American's Real Estate columns.— 
New York American. 


If you don’t see what you want in the 
Traveler want columns insert an ad of your 
own and ask for it.— Boston Traveler. 


An advertisement in the New York 7imes 
and patience will probably recover a lost 
article, if it’s fallen into reasonably honest 
and intelligent hands. 100,000 circulation in 
the metropolitan district.- New York Times. 


FORTUNES MADE OVERNIGHT 


may rightly be regarded with suspicion ; but 
fortunes the result of judicious real estate 
investments are not only monuments to the 
investor’s thrift, but may be legitimately 
amassed quicker than in any other way. 

Within the past year uncounted thousands 
in Manhattah have taken the first step on 
the real estate road to fortune, and these 
far-sighted people—with hosts of imitators— 
keep a keen eye daily on the offerings and 
opportunities constantly appearing in the 
American's real estate columns.—New York 
American. 

It pays to read the want ads in the Sfokes- 
man-Review, because “ys are crisp, concise 
and convenient, and with the smallest amount 
of labor possible meet the demand of a busy 
world.— Spokesman-Review, Spokane, Wash. 


It pays to read the want ads in the Sfokes- 
man-Review beeause of its wide circulation, 
and the large number and variety of the ad- 
vertisements make it possible to secure or dis- 
pose of anything desired.—Sfokesman-Re- 
view, Spokane, Wash. 

5,930 OFFERS—868 MORE THAN SAME 
DAY LAST YEAR. 


1,220 positions for men and boys. 

1,031 positions for women and girls. 

667 services of men and boys. 

334 Services of women and girls. 

982 places to live. 

162 boarding-houses. 

450 real estate bargains. 

297 business opportunities, 

10§ vacation resorts. 

48 colleges and schools. 

634 miscellaneous sacrifices. 

5,930 concessions in all described and offered 

terday through Sunday World’s Want 
irectory.—N. Y. World. 
BIG REAL ESTATE DEAL CLOSED. 

It is just reported that a tract of land at Far 
Rockaway, L. I., has been bought by New 
York City investors. The sum of $500,000 
was paid for this piece of suburban property. 





An additional $500,000 is to be expended on 
a. f . 

ut a short time ago this same pro was 
valued at but a few thousand a" 

If you are interested in securing real estate 
at bargain prices and reselling it at an enormons 
= it will pay you to glance over the 450 

ealty —— ers made yesterday through 
Sunday World wants.—N. Y. Wor 


A TIMELY SUGGESTION. 

Now is the renting season—right now. Peo- 
ple who are to move this Fall are making plans 
now. If you have apartments to let here’s a 
timely + 4% Insert a running advertise- 
ment in the New York Times. Special 3 and 
7 time rates on displayed advertising.—V. Y. 
Times. 

MAKE AN INVENTORY 
of the things of your own which you would 
like to ‘turn into money,” and then start a 
little private oj nen hen gree 2 of your own 
in ee liner columns.—Detrott /our- 
nal, 
TWO MEN — NEW JER- 


George Carteret and Edward™Byllinge—under 
a royal grant from England’s King. That was 
some hundreds of years ago—and, while some 
parts of the State have improved more than 
others, its area of 8,320 square miles makes it 
one of the richest States in the Union. 

Real estate is steadily increasing in value; 
is the most promis:ng field for safe, profitable 
investment, and numbers its devotees almost 
by millions. 

Desirable real estate opportunities and of- 
ferings as nowhere else are constantly appear- 
ing in the real estate columns of the A meri- 
can—\V. Y. American, 


You Can’t Buy Contentment in Car Loads 
—Contentment is never wholesaled. If you 
are wise—and fortunate~you may buy 
enough each day for that day’s needs. 

It is the Radium of Commodities, You 
can't hoard it, nor hide it away for future 
use—for every circumstance of daily life 
turns thief. 

No financier will ever “‘corner the market,” 
however; so that your daily supply will 
always be available. 

Of course you’ must know how to go a 
marketing for Contentment. It’s not sold 
under that name. Most commonly it is in 
the guise of a “want advertisement.” 

And of course you could contract for a hun- 
dred want advertisements at one time—but 
that would mean that you were sadly bank- 
rupt of Content. The fittle event, or circum- 
stance, which will make a wantad necessary 
to — Content to-day may come to pass 
within the hour—and if it does your antidote 
for worry is ready fot you. And if to-mor- 
row brings another wrinkle-making episode 
in your daily life, a little want advertise- 
ment will again straighten out the tangle. 
Virginian-Pilot, Norfolk, Va. 

A Good Introduction—There are thousands 
of apartments inthis city awaiting tenants. 
There are thousands of —- looking for 
apartments. How are the seekers to find the 
sought? Can there be a better introduction 
than through the advertising columns of the 
New York 7imes? The owner or agent is 
assured of the character of the ope 
the apartment seeker is assured of the high 
quality of the apartment. cane 

The Fall Renting Numberof the New York 
Times will appear next Sunday, August 27th. 
Copy should be sent in as early as possible 
to insure good position.—V. Y. Times, 
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| | [ee ©) GOLD MARK PAPERS @o} 


Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American mpecry 
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per Directory, one hundred and twelve are distin 


marks (© ©). 


pee 


guished from all the others by the so-called gold 


blicati having the gold marks in the 





Announcements under this , fro 
Directory, cost 20 cents per line per week, two 


lines (the smallest advertisement accepted) cost 


$20.80 Lor a full year, 10 per cent discount, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D.C. 
THE EVENINGSTAKR (@©O), Washington, D.C. 
Reaches 90% of the Washington homes. 


aan 


ATLANTA CONSTITUTION. w. for 1904: 
Daily 88,8388 (OO), S’y 42.819, 5 Wy 107,925. 


THE MORNING sews (© ©), Savannah, Ga. 
A good newspa) — in every on with a well-to- 
do-chentele,. with many wants and ample means 
Only morning daily within one hundred miles. 


ILLINOIS, 
GRAIN DEALERS JOURNAL (@60), Chicago. 
Largest circulation; best in ; best in point of quality. 


BAKERS’ HELPER (© ©), ¢ ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every! in every State and Te: ritory. 

TRIBUNE («© o. “Gnly Ba = r in Chica, Be re- 
ceiving this mi RIBUNE ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©). 

Best paper in city ; read by best people. 
MASSACHUSETTS. 

BOOT AND SHOE RECORDER, Boston (© ©), 

greatest trade paper; circulation unive: sal. 


BOSTON PILOT (OO), every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 


Pa 4 EVENING TRANSCRIPT (@©), estab- 
ed 1830. The only gold mark daily in Boston, 


prc tes L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


TEXTILE WORTD RECORD (@©), Poston, is 
the “bible” of the textile iudustry. Send for 
booklet. “The Textile Mill Trade.” 

MICHIGAN, 

GRAND RAPIDS FURNITURE RECORD (©©). 

Only national paper in its field. 
MINNESOTA, 


T#NORTHWESTERN MILLER 


) Manes lis, Min ear. Covers 
= 4 flour trac trade alt al teak The 
only ** oa Mark” milling journal (©O). 

NEW YORK, 
BROOKLYN EAGLE (©©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©). Rochester, N.Y. 
Best advertising medium 1n this secti 


ARMY Ry 3 NAVY get an 0®. Ld in 


NEW YORK HERALD (©©). Whoever men- 
tions America’s a» newspapers mentions 
the New York HERALD 


ELECTRICAL WORLD AND ENGINEER (© ©) 
established 1874; covers foreign and domestic 
electrical purchasers: largest largest weekly circulation, 


CENTURY MAGAZINE (© | ©). There area few 
gee 3 in hoy § community who know more 

han all the others. These people read the 
bee MAGAZINE. 

EW Oar ee he ©). daily and Sun- 
Pr Establish A conservative, clean 
and up-to-date newspape whose readers repre- 
sent inteilect and pure hasing power toa high- 
grade advertiser. 


THE NEW YORK TIMES (© ©), daily, bears 
“All the news that’s fit to print” into over 100,000 
homes within 25 miles of Times Square ; rigidly 
censors advertising ; + quantity of quality. 





OIO. 
CINCINNATI ye hg (©. Great—influ- 
ential—of world-wide fame. advertising 
meaium in prosperous Middle West. Rates ana 
information supplied hy Beck with, N.Y. “Chicago. 


PENNSYLVANIA. 
ork PHI. ADL PEtE Ay is 5 Gold Merk 
) Newspaper, a ot Honor Newspaper, 
SP’. Guaranteed Star Newspaper, the three 
most desirable characteristics for any News- 
paper. Circulation, daily average 1904, 113,242. 


THE PUBLIC pebers (© ©)—Independence 
Hall and Public I er are Philadelphia's land- 
marks; only paper allowed in thousands of Pnila- 
delphia homes. Circu'ation now larger than in 
70 years. 52.540 more advertisements April, May, 
June and July than same same period 1904, 


THE PITTSBURG 
©® DISPATCH ‘o® 


an oy A that judicious advertisers 
ware 20 rst to cover the rich, pro- 
— ve. Pictebare fleld. Only two-cent 
morning paper as @ prestige most 
profitable to advertise Fargest home 
delivered circwation in Greater tteburg. 














sOUTI ny 
THE STATE (00), mbia, 8. C. Highest 
quality, la: gest So in South Carolina. 


VIRGINIA. 


NORFOLK LANDMARK (© ©)the recognized 
in its territory for investors and buy- 





its class in circulation id p. 
TH*. IRON AGE ( Seaman 1855. The 
ized authority in its re n Che representative flelds. 
SS = NEWS (06 (00). —A periodical of 

the highest cha 

E. News p tae on conn pane Pa ads than all 
other technical papers; 1% ¢ 1% & 3c. a word. Try it. 
VOGUE (@6). the “authority on fashions. Ten 
cents a copy; $4a year. 364 { 364 Sth Ave., New York. 


HARDWARE DEALERS’ ALERS’ MAGAZINE. 
In o* arerage issue, 17,500 ( 
D. T. MALLETT, Pub.. 23 Broaaway, N. Y¥. 


ers. Holds certificate from the Association of 
American Advertisers of bona ~~. circulation. 
If you are interested, ask to see v — let- 
ters from advertisers ad have gotten splendid 
results from LANDMARK. 


WISCONSIN. 
THE MILWAUKEF EVENING WISCONSIN 
(©), one of the Golden Dozen Newspapers. 
CAN SANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation 15,683, flat rate. 
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A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


ween 
(@ Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
mo inadvance. On receipt of five dollars 
four ptions, sent in at one time, will 
be put down forone year each and a larger pumn- 
ber at the same rate. Five cenis acopy. ‘Three 
type plates 16 is always peonuie 00 oupply base 
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PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















THE BROADER ASPECT OF 
ADVEBTISING. 


The interview with Manly M. 
Gillam, published in the last issue 
of Printers’ INK, touches upon 
advertising so broad that the latent 
possibilities of the methods de- 
scribed are lost in the domain of 
speculation. The word “advertis- 
ing” has come to mean to those 
who use it most something to be 
bought for a price—space in a pe- 
riodical, in a street car, on a blank 
wall or elsewhere, but, as Mr. Gil- 
lam points out, the best possible 
kind of advertising is that which 
is freely given—advertising which 
invades the news and even the edi- 
torial columns, which is not meas- 
ured by the agate line, for which 
no bill is rendered, which, since it 
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is given without money and with- 
out price, is in a double sense 
priceless, 

* * 

Advertising in its broader aspect 
embraces everything that serves to 
stimulate interest in the thing ad- 
vertised. It is probable that the 
advertising expert of the future 
will concern himself less with 
questions of display, rates and 
preferred positions, and more with 
those methods which seek to stim- 
ulate public interest without 
thrusting into the foreground the 
fact that the advertiser hopes to 
benefit by the interest so aroused. 
Mr. Gillam’s theory is that John 
Doe’s statement that his (John 
Doe’s) goods are the best in the 
world is not the most effective 
form of advertising. John Doe 
may honestly believe that his goods 
are the best, but the public is apt 
to discount his statements, because 
he is too obviously an interested 
party. Instead of the appeal direct 
—‘“My goods are the best; buy of 
me”—Mr. Gillzm advocates a more 
insidious method, a method which 
enlists the aid of disinterested peo- 
ple, or at least those whose inter- 
ests are not so prominently identi- 
fied with the goods advertised as 
are the interests of the manufac- 
turer himself. 

* * 

That it is possible to plan and 
execute a campaign which will 
awaken widespread interest in the 
article advertised without the ad- 
vertiser himself printing a single 
line in commendation of his own 
goods is shown by the success of 
the glazed kid campaign recently 
conducted in Wilmington. In this 
campaign few of the usual methods 
of the advertising manager were 
followed. The plan devised was 
based on unusually broad Jines, and 
the results accomplished were cor- 
respondingly great. Not one man- 
ufacturer of glazed kid, but all 
the leading manufacturers, were 
interested in the movement. The 
Board of Trade and the Mercantile 
Association of Wilmington were 
appealed to and induced to lend 
their aid to the propaganda. The 
sympathies of the merchants and 
newspapers were enlisted, and the 
result was that glazed kid sudden- 
ly acquired an importance that 
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‘threw into. the shade all the other 
industries of Wilmington. The 
following extract from the Wil- 
mington Evening Journal of Au- 
gust 19th tells the story of the 
movement briefly, though it throws 
no light on the forces that had been 
quietly but persistently at work to 
bring about the conditions de- 
scribed : 

President Savery of the Board of 
Trade was seen in reference to the 
matter and the plan for a general 
movement met with his approval. A 
meeting of the Board of Trade was 
called and the movement was endorsed, 
In the meantime the Mercantile Asso- 
ciation had adopted resolutions endors- 
ing the movement. The press of the 
city had been hammering away in 
favor of the project. As soon as the 
two trade associations endorsed the en- 
terprise the merchants of the town who 
had simp'y been waiting took hold ot 
the scheme with the result already 
known. From one end of Market 
street to the other the shoe, dry goods, 
men’s furnishings, hardware, clothing, 
candy, and every kind of stores put in 
the glazed kid decorations along with 
their own goods. . 

The papers told of the progress being 
made each day and the people living 
in the residential section became in- 
terested and flocked into the business 
section to look at the unusual display. 
In the windows of many of the stores 
were cards with appropriate inscriptions 
telli of glazed kid and where the 
lazed kid shoes could be _ bought. 

here was a neighborly spirit shown. 

The street cars took up the matter 
and displayed banners on the cars call- 
ing attention to glazed kid. Teamsters 
asked for the banners to place on their 
wagons. Taken altogether it was a 
glazed kid week. The department 
stores in their advertisements called 
attention to the product. Everyone 
was “whooping it up” for Wilmington 
and the Wilmington industries. 

In the Snellenburg store a glazing 
machine was on exhibition and an oper- 
ator from the New Castle Leather Com- 
any showed how the skins were glazed. 

hroughout the week the store was 
crowded. Not the least interesting part 
about the disp'ay is that the sales of 
glazed kid shoes increased during the 
week, showing that the seed was not 
only sprouting but bearing fruit, 

Se ¢ se 
_ One obvious lesson that adver- 
tisers may learn from the glazed 
kid movement is the value of co- 
operation. Anything that  in- 
creases the demand for some par- 
ticular product benefits the busi- 
ness of all manufacturers of that 
product. Instead of running 
down one’s competitors, the better 
policy is to unite with them and 
boost the business for the benefit 
of all. Such a combination already 
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exists among those interested in 
the manufacture and sale of incan- 
descent lamps, and efforts are be- 
ing made to unite the whole elec- 
trical industry into one great body 
for advertising purposes. In 
Printers’ Ink for August 30th it 
was stated that the leading com- 
panies interested in theft, burglary 
and embezzlement insurance were 
seriously considering a joint ad- 
vertising appropriation to advertise 
the insurance idea without giving 
prominence to any particular com- 
pany. These are steps in the right 
direction. The selfish note has too 
long been dominant in advertising, 
but the dawn of a better dav seems 
to be at hand. 


Apert B. Montcomery has re- 
signed as business manager of the 
Daily Advertiser, Newark, N, J. 
John J. McKenna, late of Phila- 
delphia, succeeds him. Redmond 
F. Kernan has also resigned as 
advertising manager of the Ad- 
vertiser, and is succeeded by 
William F. Agate. 


Cartes M. Pecx, who recent- 
ly left the Fourteenth Street 
Store, New York, after serving as 
its advertising manager, taking a 
position with the Hearst papers in 
New York City, has also given up 
the latter position to become ad- 
vertising manager of Carson, 
Pirie, Scott & Co., Chicago. 


AN INFLUENTIAL MEDICAL 
JOURNAL. 


A handsome folder from the 
Alkaloidal Clinic, Chicago, has for 
the background of its title page the 
reduced portraits of several hun- 
dreds of physicians, while the in- 
ner pages are given up to opinions 
from advertisers and subscribers, 
with reproductions of ads carried. 
This monthly claims a circulation 
of 40,000 copies per issue, and the 
publishers state that the present 
advertising rate of $141 a page can- 
not be guaranteed after January 1. 
Every State in the country is well 


represented in the subscription 
lists, with thirty-three foreign 
countries. A total of 8182 new 


yearly subscribers was received 
from November, 1904, to April, this 
year, or an average of 1,363 a 
month. 
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_Goop, large, clear type is all 
right—when backed up by good, 
large, clear ideas, 





URGE your own spontaneous thought 
against all prudential considerations, 
and the world will believe in you—or 
hate you; the difference is small,.— 
The Philistine. 





THE Little Schoolmaster should like 
to receive an article or a number of 
articles dealing with 

1. The Agricultural Press, 

2. The Religious Press, 
and their importance to the general 
advertiser. Writers who think they 
can convince the editor of PRINTERS’ 
INK that they are competent to deal 
with the subjects are invited to cor- 
respond with him. 

OVER 12,000 people attended the 
twelfth annual fi outing at Mans- 
field, Ohio, on August 28. These 
outings are given for the children 
friends of the paper, to whom street- 
car tickets and lemonade are supplied 
free of charge. Several new features 
were introduced this year, including a 
missing boy contest and the distribu- 
tion of toy airships from the top of the 
News building. 





THE Armour advertising this year 
will be placed by the Mahin Adver- 
tising Co. This account is one of the 
largest in the West. The advertising 
of B. Kuppenheimer & Co., Cable 
Piano Co., Fox Typewriter Co., of 
Grand Rapids, Mich., and C. F. Ware 
& Co., of Dayton, will also pass to the 
publishers through Mahin’s. The ad- 
dition of so many desirable accounts 
indicates the excellent service this 
progressive agency is giving to its 
clients. — Mail Order Journal for 
September, 1905. 





Tuey do things differently in 
Germany. Consul-General Guen- 
ther, of Frankfort, reports that a 
manufacturer of mineral water at 
Worms was recently sentenced to 
pay a fine of 200 marks ($48) for 
having affixed the labels of a natu- 
ral spring to his manufactured 
mineral water, while at Bamberg, 
in Bavaria, a manufacturer of 
brandy was sentenced to $700 fine 
and forty-five days imprisonment 
for having sold an adulteration for 
genuine French cognac. 
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THE Baltimore Evening Herald 
has just celebrated the close of its 
first year in the afternoon field. 
It was, until a year ago, a morn- 
ing paper. 


ATLANTA “NEWS” TO EN- 
TER THE MORNING 
FIELD, 

The Atlanta News Publishing 
Company, which established the 
Evening News in that city three 
years ago, has applied for an ex- 
tension of its charter which will 
permit it to publish a morning 
daily called the Atlanta Herald. 
The latter will also have a Sun- 
day issue. A weekly or tri- 
weekly issue of the News is also 
contemplated. An _ underground 
tube system and the right to oper- 
ate special railroad trains, special 
street cars and other special con- 
veyances are requested in the peti- 

tion, 


SOME OF THE ORIGINAL 
ROCK. 


By arrangement with the Amer- 
ican consul at Gibraltar a large 
piece of the rock of this famous 
fortress has been quarried and 
sent to the home office of the 
Prudential Insurance Company, at 
Newark, N. J. The employees of 
the Prudential have a feeling of 
sentiment for the Rock of Gibral- 
tar, the use of which as a trade- 
mark has been largely instru- 
mental in bringing about, through 
good advertising, increased pop- 
ularity for the Prudential and a 
public appreciation of the scope 
and strength of the company. 
The rock is grayish-white lime- 
stone of such an unusually dense 
and compact mass, and offering 
such difficulties to the  stone- 
cutter, that the judgment of the 
Prudential officials in selecting 
Gibraltar as a trademark is well 
verified. The English authorities 
at Gibraltar readily gave their 
consent to sending the rock to 
the Prudential, and the only cost 
involved was that overing the 
shipment. Small portions of the 
rock will be sent out as souvenirs 
to certain of the company’s em- 
ployees. 
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WHICH MEDIUM IS BEST? 

In Printers’ INK for August 
16, 1905, the following was given 
space : 





The Little Schoolmaster recognizes the 
following as the great trunk lines of ad- 
vertising for the general advertiser, and in 
the order named; 

1. Daily Papers. 

2. The Weeklies of national scope, in- 
cluding agricultural, religious and class 
papers; weeklies of standing in shire 
towns and who believe in the principle of 
making known their circulation. 

3. Magazines. 

4. Street Cars. 

5. Billboards. 

The Little Schoolmaster, while setting 
forth the above as the principal media, 
does not want to be understood as being 
unmindful of the many and very import- 
ant auxiliaries to advertising, such as 
booklets, novelties, and other parts of a 
follow-up system. ‘ 

Opinions from pupils on this subject 
are invited, 











In response to the invitation 
extended Mr. Bert M. Moses of 
the Omega Chemical Company, 
452 Fifth Avenue, New York, 
writes the Little Schoolmaster : 


Is Printers’ Ink right when it places the 
leading mediums for general advertisers in the 
re order as to value? 

1. Daily Papers. 

2. National Weeklies; local weeklies that 
don’t lie about their circulations. 

3- Magazines. 

4. Street Cars. 

- Billboards. : Lp 

The foremost element of value ;in"advertis- 
ing is circulation. 

“Circulation,’”’ broadly defined, is the act of 
putting what you want people to know in 
places where they cax see it. 

Note the word cax in italics. 

Every advertiser takes the chance of many 
people not seeing his advertisement, no matter 
where he puts it. ; 

He has to be satisfied with the word ‘‘can,” 
and let it go at that. 

The daily and weekly papers and the maga- 
zines contain many advertisements, often run- 
ning into hundreds. 

Some of the people see and read some of the 
advertisements, but no one would be rash 
enough to claim all the people see and read all 
the advertisements. 

The newspaper or magazine is primarily 
bought for its news or literary features, and 
the advertisements are merely an incidental 
part of the purchase. . 

Anyhow the purchaser gets the advertise- 
ments whether he wants them or not. The 
tail goes with the hide 

at proportion of the buyers of papers 
and periodicals reads the advertisements no one 
knows or ever will know, -... it isa big pro- 
portion surely. 

If the general advertisers could secure as 
customers even half of all the people who read 
the publications in which they advertise, there 
would be no money left for Wall Street and the 
insurance companies. : 

Lawson would be out of a job. 
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After circulation comes the almost equally 

— “w element of cost. 

fhe more an advertiser pays for a given 
amount of circulation, the harder he makes the 
task of getting his money back. 

t us see how Printers’ Inx’s choice of 
mediums stands the test of analysis in the vital 
particulars of circulation and price. 

The average daily paper has seven columns, 
about 20 inches long, to the page. 

In a half page there are about 980 agate lines. 

A tenth of a cent per line per thousand circu- 
lation (which is less than the average charged, 
would make a half-page advertisement cost 98 
cents for each thousand copies circulated. 

A half page in Collier’s (national weekly) 
costs $800; circulation 600,000; which means 
$1.33 a thousand. 

This is a fair average price for that class of 
mediums. - 

The cost per thousand for a half-page in 
local weeklies is impossible to estimate, but it 
is certainly a great deal more than that of any 
of the other mediums. 

Magazine page rates average up about a dol- 
lar a thousand. 

Fourth in Printers’ Inx’s esteem are street 
cars. 

And yet an advertiser can buy circulation in 
street cars for lessthan 3 cents a thousand, and 
for that sum he has an advertisement measur- 
ing 11 inches by 21 inches, 

Now, it is not contended that every passenger 
in every street car reads every advertisement in 
the car, but it is emphatically contended that 
the proportion that does coe them is just as 
big as the proportion that reads newspaper and 
magazine advertisements, 

Yes, it is bigger. ; 

There are about 30 different advertisements 
in a car, while many of the other mediums 
have ten or twenty or even thirty times more. 

Will any reasonable man say that more peo- 
ple will read 300 or 600 or goo advertisements 
than will foul 30 advertisements? 

ppose every paper and mag 
advocate will say that street car passengers do 
not constitute ‘‘ circulation” in as desirable a 
sense as the readers of their publications. 

What is “ circulation ” anyhow? 

Are we to understand that Jones counts as a 
circulation of one when he reads in his maga- 
zine that Ivory Soap is 99-44/100 pure, but he 
doesn’t count as any deecidien when he reads 
the same identical statement in a street car? 

Does ink and paper make circulation, while 
ink and cardboard doesn’t? 

The billboard’s value in this comparison 
cannot be fixed, for the circulation that goes 
with it is unknown. 

_ is the way the analysis seems to pan 
out 










Cost Per 1,000 
Daily P ery on 
aily Papers. ....... ecccee F 
National Weeklies. 1.53 
Magazines........ 1,00 
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And yet Printers’ Inx has placed street 
cars next to the bottom, 


Mr. Theron Crowningshield, 312 
Foote Avenue, Colorado Springs, 
Colo., is of the following opinion: 


Concerning the ‘‘Trunk Lines” of advertis- 
ing as given in the current issue of PrinTERS’ 
1.x, 1 would transpose the last two mediums, 
making street cars last. My reason is: car 
cards, of course, are only visible to the pas- 
sengers on the cars, while billboards, when 
placed along car routes, are read by pedestrians, 
automobilists etc., in addition to the passengers 
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on the street cars. Billboards are more nearly 
on the level of the passenger’s eyes than the 
car cards, if anything are a little lower so re- 
— no effort, no straining of the neck to be 
read, 

Of course, car cards can be read as long as 
the person is on the car, while billboard can be 
given only a glance (by the passengers); but 

h are written so ‘‘ that he who,runs may 
read ’’ and, therefore, the glance is sufficient. 





AN advertising agency occupy- 
ing a position of prominence, and 
laying claim to efficient service, 
has a governing head—a court of 
last resort on matters of policy, 
and in that is included the final 
passing of copy. This means a 
direct responsibility for the qual- 
ity of illustration and the caliber 
of written matter which the 
agency has contracted to deliver 
to the advertiser. The agent or 
agency takes the advertiser's 
money and pays the adwriter. It 
stands, then, that the agent or 
agency is directly responsible for 
the success of the campaign. and 
the judgment of the representa- 
tive of the agency should be re- 
lied upon, and in most cases is. 
Too often the advertiser dictates 
corrections and alterations on 
copy submitted by the agent, and 
too often the advertiser is unable 
to tell copy when he sees it, and 
many a piece of good copy has 
been spoiled through his ineffec- 
tual efforts to better it—Ad Sense 
for August. 





STATISTICS FROM LOUIS- 
VILLE 


A table showing the agate lines 
of display advertising carried by 
the four daily papers of Louis- 
ville comes from the Herald, of 
that city. May, June and July are 
covered. In the latter month the 
Herald had 177,150 lines, the 
Courier-Journal 221,992, the Times 
204,514 and the Post 178,595. The 
Herald claims a gain of forty- 
seven per cent over July of last 
year, and also states that it is the 
only Louisville paper having one 
rate for both the local and foreign 
advertiser. J. F. Antisdel, Trib- 
une Building, New York, is the 
Louisville Herald’s Eastern rep- 
resentative, and C. D. Bertolet, 
Boyce Building, Chicago, repre- 


sents it in the West, 
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A TIMELY booklet issued by the 
Chicago, Milwaukee and St. Paul 
Railway consists of a summary of 
the Game and Fish Laws of the 
States traversed by this railroad. 


EIKER MEETS HIS MATCH. 


T. B. Eiker, well known in con- 
nection with the National Adver- 
tiser, has secured the patent rights 
to a novel proprietary remedy. It 
consists of a match containing 
preparations for the cure of ca- 
tarrh, asthma, hay fever, etc. The 
match is lighted and burns three 
minutes, allowing the medicine to 
be taken by inhalation instead of 
in liquid or tablet torm. The par- 
ticular virtue of the device lies in 
the minute air holes in the com- 
position of which the match is 
made, which make it possible to 
inhale the vapor gradually. Mr 
Eiker contemplates an extensive 
campaign for advertising the ar- 
ticle in the newspapers. 








A MUTUAL BANK. 





On October 1 there will be 
opened in Chicago a new savings 
institution to be known as_ the 
Mutual Bank, its fundamental 
idea being the payment of three 
per cent interest on deposits and a 
division of profits among them. 
The management of the bank is in 
the hands of men well-known as 
advertisers through the agencies 
or the department stores of Chi- 
cago. Among them are A. L. 
Thomas, president of the adver- 
tising agency of Lord & Thomas; 
Gerald Pierce, of the Chicago 
Record-Herald; W. C. Thorne, 
general manager of Montgomery 
Ward & Co.; Fred L. Mandel of 
Mandel Brothers; Andrew Mc- 
Leish of Carson, Pirie, Scott & 
Co.; J. L. Kesner, manager of the 
Fair; P. M. Hanney of Siegel, 
Cooper & Co.; J. P. Byrne of 
Lyon & Healy; W. T. Nicholson, 
traffic manager of the Santa Fe 
Railway, ai.. others. Otto Young, 
until recently proprietor of the 
Fair, is chairman of the board of 
directors, and his son-in-law Law- 
rence Heyworth, owner of the 
Heyworth Building, is president. 

















Georce L. Mum and Bert 
Nichols have established an ad- 
vertising agency at 229 Main 
street, Springfield, Mass. Mr. 
Mum was until recently editor of 
the News, Easthampton, Mass. 


A LETTER-HEAD THAT AD- 
‘ VERTISES THE TOWN. 


Acting on a suggestion from 
Printers’ INK, C. Watt Brandon, 
editor and publisher of the Pine- 
dale Roundup, Pinedale, Wyom- 
ing, has designed a letter-head for 
use in his office which contains 
pertinent facts about the town. 
Around the border, in keeping 
with the paper’s name, is a col- 
lection of cattle brands known in 





that vicinity, while Pinedale’s 
story is compacted into this di- 
gest: 


Situated—Western Fremont county: Daily, 
except Sunday, stage from Opal, 120 miles; 
freighting from Rock Springs, 110 miles: locat- 
ed on Pine creek, three miles below Fremont 
lake; plenty of government land to be taken; 
irrigation necessary, but plenty of water. 

Industries—General store, lumber manu- 
facturer, newspaper, blacksmith, saloon, taxi- 
dermist, hotel, drug store, sanitarium, physi- 
sician; also school and Sunday school. 

Resources—Live stock raising and farming; 
rich ores in hills awaiting development; coal. 

Game—Elk, deer, antelope and other species 
roam the hills; sage chickens and grouse in 
abundance; finest trout fishing in lakes. 

Scenery—Outside of the valleys which are 
fast settling up, the country is in its wild state; 
picturesque mountain scenery; numerous 
mountain lakes, each drained bya stream; pet- 
rifications and relics of early days to be found. 

Altitude—6,800 feet. 

Climate—The finest; no prevalent diseases; 
little sickness; no tuberculosis. 


Pinedale is comparatively a new 


community, and the Roundup, 
published weekly, is the only 
newspaper. It was established 
last year. 
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Mepitt McCormick asserts that 
“the Sunday circulation of the 
Cleveland Leader has been 
doubled in the last eight or ten 
weeks.” 


FEELS FLATTERED. 


The New York Evening Tele- 
gram has long been distinctive for 
its delicate shade of pink paper. 
Some time ago the Evening 
World adopted an outside section 
of a slightly more earnest pink, 
and was followed by the Evening 
Journal with a pink outside sec- 
tion that might be called deter- 
mined. During the past two 
weeks the Telegram has been 
printing on every page, as well as 
in page spaces in some other New 
York dailies, the following para- 
graph: 

We notice that the EZ: ening Journal and 
the Evening World are now printed on pink 
paper like the Evening Telegram. ‘Imita- 
tion is the sincerest form of flattery.’’ 








From a folder issued by the 
Minneapolis Journal the follow- 
ing facts concerning the Queen 
City of the Great Northwest are 
taken: 

Increase in population during the past five 
years, 50,256—a gain of 29.2 - cent. (The 
ogenere in 1900 was 202,718), 

uilding permits for first seven months of 
1905—$5,700,000, a gain of $z,600,000 over the 
same period in 1904. 

Number of calleends entering Minneapolis 
-—i. 

Value of flour mill products $64,000,000. 

Number of feet of lumber cut—400,000,000, 

The publishers assert that “the 
Minneapolis Journal carries more 
advertising in its six evening is- 
sues than any other newspaper in 
the Northwest, daily and Sunday 
combined.” 











Immediate possession 
Main Office 25x98. A 





The desirable offices at No. 10 Spruce St., occupied for thirty 
years by Geo. P. Rowell & Co.’s 


ro LET 


| Neer Rent free to January 1, 1906. 
mirably lighted (will be re-arranged 
to suit tenant); together with basement and sub-cellar of 
same dimensions. Cellar as dry as any office—absolutely 
free from any approach to moisture. 


CHAS. J. 
Business Manager of Printers’ Ink, on the Premises. 


dvertising Agency, are now 


Apply to 
ZINGG, 

















3 
SELLS ITS “EARS.” 


The Arizona Republican, Phe- 
nix, Arizona, is probably the only 
daily paper in the country that 
sells the advertising space on its 
“ears.” In these prominent first- 
page spaces appear small real estate 
ads for E. E. Pascoe, a realty deal- 
er of that city. 








HAS A FINE FINANCIAL 
SERVICE. 


The Toronto Mail and Empire 
claims leadership as the financial 
daily newspaper of Canada. The 
entire financial service of the New 
York Sun is transmitted over the 
Mail and Empire’s private leased 
wire every night for simultaneous 
publication in that paper and the 
Sun. When a Canadian has read 
the Mail and Empire at his break- 
fast table he has all the published 
information that is available to any 
banker in New York at the same 
hour. 





CONGRESSMAN GILLETT WILL 
BE ASKED TO HAVE FRAUD 
ORDER REMOVED. 


Congressman Gillett, when he 
returns from the Philippine trip, 
will probably be met with a petition 
to use his influence at Washington 
to remove the fraud order issued 
by the Postoffice Department in 
July against the People’s United 
States Bank of St. Louis, Mo. 
There are a number of local peo- 
ple who are stockholders and de- 
positors in this bank, one man hav- 
ing between $4,000 and $5,000 in- 
vested as a stockholder. These 
people are much ‘incensed at the 
action of the Postoffice Depart- 
ment, and plans are on foot for 
holding a meetin and passing res- 
olutions. They are determined to 
push the matter and to have it 
thoroughly aired and investigated, 
as they believe that the bank was 
an honest proposition. 

The bank was started in Janu- 
ary at St. Louis, with a capital of 
$1,000,000. In March this was in- 
creased to $2,500,000, and a capital 
of $5,000,000 was anticipated. The 
plan of the bank was to do a reg- 
ular banking business by mail only, 
and it had been so successful that 
$1,250,000 had been loaned to rede- 
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positary banks in the first three 
months. There were also over 
g0,000 stockholders. E. A. Kim- 
ball, of this city, captain of Engine 
2 of the Springfield Fire Depart- 
ment, is one of those financially 
interested in the bank, and is con- 
cerned over the fraud order. He 
says that the fact that a receiver 
appointed by the State of Missouri 
had to be removed because the 
bank was found to be perfectly sol- 
vent is proof positive that the 
concern was being run honestly. 
The president of the bank is E. G. 
Lewis, who is the owner of the 
Woman’s Magazine, a monthly 
which sells for 10 cents a year, 
and the matter is being given great 
publicity in its columns. Presi- 
dent Lewis says that the fraud or- 
der is entirely unfair and un-Amer- 
ican, more befitting Russia than 
this country, and hints that a con- 
spiracy of New York bankers is 
responsible for the order—ruining 
his business. He asks why fraud 
orders aren’t issued against some 
of the life insurance companies.— 
Springfield, Mass., Daily Republi- 
can, August 23, 1905. 





Ir the advertiser employs the 


agent, he does so because he 
thinks the agent is qualified to 
conduct his advertising. He 


wants to shift the responsibility 
of success upon the shoulders of 
those who are supposed to, and 
usually do know. He is willing 
that the agent should be paid the 
commission from the publishers in 
return for his work, and by this 
willingness he pays tribute to the 
intelligence of the agent and of 
the copy-writer under the agent. 
Yet that same old habit of “know- 
ing more than the other fellow,” 
sometimes leads the advertiser to 
destructive criticism, which the 
agent is not able to overrule. If 
the result is a failure the agent 
is blamed.—Ad Sense for August. 


Tue daily and weekly Free 
Press, of Winfield, Kansas, have 
been acquired by W. R. Draper, a 
newspaper man well known in St. 
Louis and Chicago publishing 
circles. Ed. L. Hepler will be ad- 
vertising manager of the papers. 


























Make your story as brief as you 
ssibly can without omitting any 
important facts. 


ABOUT NEWSPAPER CIR- 
CULATION RATINGS. 


THE ROWELL METHOD BEST FOR THE 
ADVERTISER AND BEST FOR THE 
PUBLISHER. 


The Rowell method of stating 
circulation is by no means as com- 
plicated as some people seem to 
think it is, and to my mind it is 
more satisfactory, and in the end 
more valuable to the advertiser 
than any other that has yet been 
invented. The method of rating 
the circulation of small papers in 
round figures, in cases where de- 
finite information is not obtain- 
able, is, as a rule, bungling and in- 
accurate. To give the circulation 
of a paper that has say 729 copies, 
as 1,000 copies, is deceptive. It is 
not a large error except relatively. 
It is about thirty-five per cent 
added to the real circulation, how- 
ever, and for a thousand papers 
would amount to the respectable 
figure of 271,000 copies. 

I had occasion within 24 hours 
to look up the circulation of a 
weekly. I found it-rated in one 
book at 2,229. This was a case 
where a statement had once been 
made, but the figures were now 
deceptive. I turned to Rowell’s Di- 
rectory and found that such a 
statement was made in 1899 but 
none since. Rowell’s book gave 
the facts and rated the paper YI, 
which the key interprets to mean: 
No recent report having been re- 
ceived the conclusion is that the 
old rating is too high—but the pa- 
per, doubtless, prints more than 
1,000 copies. 

It was a moment’s work to find 
out what that rating meant and 
that information made the Rowell 
rating of value, while the lack 
of complete information made the 
other positively deceptive. 


F pcotactane 


Editor and Publisher of the Daily 
News. 
Burlington, Vt.; Aug. 26, 1905. 
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Tue St. Louis Star has leased 
the old building of the Chronicle 
in that city, at Sixth and Walnut 
streets, and is installing a new 
mechanical plant. 


A TEST OF PROSPERITY. 


In a leading editorial, dated 
September Ist, the Des Moines 
Capital, “the leading newspaper of 
Iowa,” says in part: 

There is no trade barometer in Iowa 
like the State fair. As the farmers go, 
so goes everything in this State, and 
‘there is nothing that measures the 
— of good time or bad on the 
arm _so accurately as the attendance at 
the State fair. The tremendous crowds 
this year, breaking all records, teil the 
story of prosperity as nothing else can, 

In some States the iron trade is the 
unfailing barometer of trade. Even in 
a State as great in agriculture as Penn- 
sylvania the iron trade is nevertheless 
the test. In the South cotton is always 
king and the prices of that staple de- 
termine whether times are to be good 
or bad. In Iowa, of course, every- 
thing settles finally to the output ot 
farm products, especially beef and 
bacon, but it is not necessary to study 
the range of price and the relations ot 
demand and supp:y through a series of 
months. It is ail summed up in the at- 
tendance at the State fair. That shows 
what the experts think of the matter— 
the ones specially interested and best 
fitted to judge. Moreover, this verdict 
is rendered by tens of thousands from 
every part of the State and is not open 
to the doubts which assail the opinions 
of a few, however expert they may 
prove themselves. The State fair baro. 
meter never goes wrong. 

The State fair test is of notable 
va'ue also in that it not only deals 
with the past, but voices the opinion 
the farmers have of the future, At 
this time of the year some of the crops 
are harvested and the great one is so 
far along that the general result is 
completely assured. Frost may come 
earlier or later and affect materia'ly 
the belated part of the corn crop. But 
that is only a small part of the grand 
total. The part that was p!anted early 
and did not encounter any vicissitudes 
requiring a _ replanting is the main 
thing, and it is assumed. If frost is 
delayed until the average time we shall 
have a bumper crop, but in any event 
one that can spell nothing else but an- 
other year of prosperity. 








THE greatest harm that has ever 
befallen advertising as an honest 
business force—is the practice of 
swapping space. In this pernicious 
process somebody is always out- 
witted—premeditatedly. 

C.. J. .Z. 
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A CONSULAR report to the Bu- 
reau of Commerce and Labor 
charges “spasmodic enterprise” 
with being one of the reasons why 
merchants of the United States fail 
to secure a larger share of South 
American trade. “A dull year in 
the domestic markets of the United 
States (says the consul) sends a 
flood of circulars and a horde of 
commercial travelers to South 
America in an attempt to get rid 
of the surplus product. Usually 
these efforts are fairly successful, 
merchants here being induced by 
the excellence of the goods or 
by the unusually low prices to en- 
ter into American connections, but 
the moment the home market 
shows improvement the American 
exporter grows indifferent and ne- 
—_ or postpones attention to his 

outh American orders. Spasmodic 
efforts in the long run,” adds the 
writer, “do more harm than good.” 


A NEW ZEALAND “FOUR- 
TRACK NEWS.” 


The first issue of a handsome 








magazine called the Red Funnel » 


comes from James Mills, manag- 
ing director of the Union_Steam- 
ship Company of New Zealand, 
Dunedin, N. Z. Of the same size 
as the Four-Track News, and of 
much the same character, its pur- 
pose is to stimulate travel to the 
Antipodes by acquainting the 
reading public with what is to be 
seen there. Nothing but original 
articles are to be printed, and the 
newsstand price is to be sixpence 
monthly. A_ preliminary sale of 
15,000 copies greeted the first issue. 
The Union Steamship Company 
began its corporate life in 1875 
with three tiny steamers. To-day 
it has fifty-three vessels afloat, 
with a total tonnage of 102,444, 
and three more are building, one 
of turbine type. The “red fun- 
nel” is a household word in New 
Zealand, being identified with the 
history of every colonist. It is 
seen in nearly every port of the 
Australian Commonwealth, in the 
South Sea Islands, Canada, India, 
etc., and is the badge of the fifth 
largest British fleet in the world. 
The “y any was practically or- 
ears, manced and developed by 

Mills. Regarding the Red 
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Funnel he says: “It is not its pur- 
pose to be a guide-book, time- 
table, or handbook of excursion 
routes. That it is published by the 
Union Steamship Company of 
New Zealand (Limited) is merely 
an incident. The company, realiz- 
ing the necessity for an up-to-date 
popular magazine in Australasia, 
undertook the work that others 
with less enterprise failed to see 
the necessity for. The magazine is 
intended to be more than a local 
production. It is the ambition of 
its publishers to extend its circu- 
lation throughout the Empire. Its 
success means much for New Zea- 
land, for wherever the magazine 
may be read the place of its pub- 
lication will become better known, 
and measured to some extent by 
the excellence of the publication, 
which will reflect in some degree 
the character of the people and 
country whence it comes.” 


A BOOKLET TO ADVER- 
TISE BOOKS. 


A new idea in advertising 
novels comes from Little, Brown 
Co., the Boston publish- 
ers. This house publishes four 
novels by E. Phillips Oppenheim, 
an English author, and to give a 
conception of their contents, as 
well as Mr. Oppenheim’s standing, 
a booklet about him and his writ- 
ings has been issued for general 
distribution. Besides a_ portrait 
and reduced illustrations from the 
novels, it contains press opinions 
and critical estimates of both 
work and author, covering Ameri- 
can and British papers, religious 
papers and literary reviews, and 
a brief biography of the writer. 
It is a good booklet and ought to 
be put out in the right way. 





Henry Guimonp, recently with 
the Cosmopolitan’s ‘advertising de- 
partment, has become Western 
manager of the Albert Frank & 
Co. advertising agency, New 
York, with offices at 218 La Salle 
street, Chicago. The Frank 
agency probably places more Wall 
street and financial advertising 
than any other concern in the 
United States. It has offices in 
New York, Chicago, Philadel- 
phia and Boston, 
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NINE times in ten, the most 
forcible way to say a thing is the 
most direct way. 





THE GORHAM COMPANY 
MOVES. 





The new Gorham Building, at 
Fifth Avenue and 36th street, was 
opened September 5, the Gorham 
Company having moved out of its 
old building at Broadway and roth 
street. This structure, in the 
heart of what is to be New York’s 
most luxurious shopping district, 
is eight stories hign. On the 
opening day it contained $2,500,- 
ooo worth of gold and silver ar- 
ticles. Beautiful, massive pieces 
of tableware were on exhibition 
on the main ground floor, which is 
devoted to the retail trade. On 
the second floor, in hand-carved 
hardwood cases, were shown lov- 
ing cups, tea and dinner sets, ar- 
ticles for the toilet, jewelry, and 
thousands of pieces of hammered 
silver. Another floor is devoted to 
the show rooms for the wholesale 
trade, and another to the ecclesi- 
astical department, where a room 
is fitted up as a chapel. On the 
four remaining floors are the sta- 
tionery department, stock rooms, 
engraving and -stained-glass win- 
dow departments and offices. Be- 
ginning in 1859 in their Maiden 
Lane building, the Gorham Com- 
pany has moved gradually up- 
town, first to Bond street, then 
to Union .Square, then to Nine- 
teenth street and Broadway, and 
finally to the new building at Fifth 
Avenue and Thirty-sixth street. 
The building is one of the first in 
New York to be entirely con- 
structed of Guastavino arches, a 
system of domed arches formed 
by overlapping tiles and support- 
ed on iron columns. The cost of 
the structure was $1,250,000. It 
has taken over two years to build 
it. The building, as well as the 
old one on Broadway at Nine- 
teenth street, which was the home 
of the Gorham Company for twen- 
ty-one years, and also the ex- 
tensive factory at Providence, R. 
I., were conceived, planned and 
carried to successful completion 
by Edward Holbrook, president of 
the company. 
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AN INTERESTING EXPLANATION, 
St. Louis, Aug, 29, 1905. 


. Editor of Printers’ Ink: 


The September issue of the Woman’s 
Magazine is the largest and cleanest 
from an advertising standpoint, that we 
have ever put out. 

The advertisement of the Curtis Pub- 
lishing Co. (Ladies*’ Home Journal and 
Saturday Evening Post) in this issue 
is, as far as I know, the largest single 
advertisement ever inserted in a single 
issue of any one publication by one 
advertiser; and there is no color work 
at that, it is simply black ink on white 


wpe. : , 
he number of high class national 
advertisers whose copy appears in this 
issue of the Woman's Magazine means 
that this class of advertisers are awak- 
ening to the fact that a publication de- 
voted to women with a circulation ex- 
ceeding 1,500,000 copies each month 
cannot be overlooked in making up 
their advertising lists, . 

I am also enclosing circular con- 
taining photographic reproductions of 
original second class mailings for the 
Woman’s Magazine for months of July 
and August, 1905, and reproductions 
similar to this will be sent out each 
month to advertisers throughout the 


country. No one has ever doubted the 
circulation statements made by the 
Lewis Publishing Co. but since the 


People’s Bank aftair came up, a number 
of advertising solicitors have made it 
their business to inform (or rather 
misinform) advertisers throughout the 
country that the Woman’s Magazine is 
to be deprived of the second class mail- 
ing rights—and they are rights and not 
“privi.eges’”—and in order to nail these 
“campaign lies” these photographic re- 
productions of second class mailings 
will be sent out to all advertisers each 
issue from now on. I am very happy 
to state that there are very few of the 
solicitors of competitive publishers who 
have seen fit to take this action, and 
those who have usually represent pub- 
lications lacking merit to the extent that 
the advertising solicitor can say noth- 
ing to the advertiser in favor of his 
own mediums, and hence tries to make 
an impression by deliberately lyin to 
the advertiser about the Woman’s Mag. 
azine. As an indication how adver- 
tisers feel towards this brand- of so- 
licitors I will say that many advertisers 
have taken the trouble to write me 
personally advising of the actions of 
these solicitors. 

Business men and advertisers gener- 
ally throughout the United States who 
are familiar with the facts in connec- 
tion with the Peop'e’s Bank know that 
a conspiracy was formed to cripple 

r. E. G. Lewis simply because he 
dared to advance an up-to-date idea in 
the banking fie'd which interfered with 
the old line banks and express com- 
panies. The People’s Bank Certified 
Check System had taken a great hold, 
and of course, the express companies 
saw that if allowed to work for a few 
years their money order “graft” would 
be seriously interfered with. 

Probably the most wonderful demon- 
stration of confidence in a man and 
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his purposes ever seen in this or any 
other country, after the issuance of a 
fraud order and the appointment of a 
“midnight” receiver, was when more 
than 65,000 stockholders in this Peo- 
ple’s Bank, of their own volition, sent 
in by express more than 80 per cent 
of the capital stock and deposits to 
Mr. Lewis personally, advising him to 
use the money to fight the conspirators, 
This is a pretty fair indication of how 
the people throughout the country feel 
concerning the conspiracy against the 
People’s United States Bank, for this 
action was taken by people who had 
money invested in the bank, whi'e the 
fraud order and receivership and the 
rest of the conspiracy were worked up 
by people who did not have a dollar 
invested in stock or deposited in the 
bank. If the people who worked for 
the fraud order and receiver did not 
have a dollar invested in the bank the 
ee presents itself ‘“‘what were 
their motives?” and if their motives 
were honest and honorable ones why 
do they_keep under cover and in the 
dark? People with honest purposes do 
not do things at midnight and keep 
under cover. Mr. Lewis has defied and 
still defies any one to produce a man, 
woman or child who has ever been de- 
frauded by him personally or by the 
People’s United States Bank, but the 
fraud order was issued because some 
one believed, or pretended to believe, 
that he intended to defraud some one. 
If this is to be taken as a precedent, 
what protection has any concern from 
having its business destroyed if some 
of its enemies have sufficient politicat 
pull at “court.” 

While the directors of the People’s 
Bank have decided, in the interest ot 
economy for the stockholders, to liqui- 
date the bank that is by no means the 
end of the affair for it will be carried 
to the United States Supreme Court 
and before the American peop'e. 1 
am enclosing a prospectus which has 
been sent to the 65,000 stockholders 
of the bank, and you will note from 
this that their funds are to be used to 
start a national daily paper. We figure 
that each of the 65,000 stockholders 
will send in an average of 10 subscrib- 
ers to this new daily which will enable 
us to start out with a subscription list 
of about 600,000 subscribers. 

Thousands of letters protesting 
against the action of Federal and State 
officers in connection with the People’s 
Bank have been received here and it 
means that these people are aroused 
and take a personal interest in the 
matter and will work personally for the 
success of the new daily. 

Many editorials have been printed in 
papers throughout the country, and 
the Springfield (Mass.) Republican of 
Aug. 23rd has an article concerning the 
Peop'e’s Bank stating that a mass meet- 
ing is to be held there by people who 
are stockholders in the People’s Bank 
and a memorial given their Congress- 
man immediately upon his return to 
their district, 

The Lewis Publishing Co. has never 
made a guarantee or contract with any 
one but what it has lived up to the let- 
ter, and our guarantee on the Woman's 
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Magazine is the same now as it always 
has been—that is, that we will prove 
over 1,500,000 copies each issue—prove 
it to the advertiser’s satisfaction or run 
his copy free. 

As for our being denied the second 
class “rights” for the Woman’s Maga- 
zine will say that as long as_ the 
Police Gazette, Standard, etc., enjoy 
these privileges we have hopes that 
they will not be denied the Woman’s 
Magazine, 

he position I have taken with ad- 
vertisers is, that if they feel timid 
about the future of our publication or 
its second class rights or its circulation, 
we prefer that they spend their money 
in other publications, as we do not 
want their business until they feel fully 
confident they will receive full value 
for any money they spend in our col- 
umns. Tours very truly, 

A. P. Coaktey, Adv. Mgr., 
The Lewis Publishing Company. 


OUTLINING A GREAT DRY 
GOODS ORGANIZATION. 


The current issue of the Rooter, 
a magazine published occasionally 
bv the Root Newspaper Agency, 
New York, deals with the organiz- 
ation of this concern, which com- 
bines trade journal, newspaper and 
magazine advertising with distribu- 
tion for manufacturers in the dry 
goods trade. The Root agency has 
offices in New York, Chicago, 
Philadelphia, Boston, Buffalo, St. 
Louis, Cleveland, San Francisco, 
London, Manchester, Berlin and 
Paris. It works through the Dry 
Goods Economist, New York; Dry 








Goods Reporter, Chicago; Dry- 
goodsman, St. uis; Garment 
Buyer .and Manufacturer, New 


York, and Pacific Coast Merchant, 
San Francisco. 

Tae San Francisco News 
Letter announces that with a view 
to securing artistic copy for the 
advertising pages of its Christmas 
number it will offer four prizes 
for the four most attractive ad- 
vertisements published in that 
number. The prizes, which will 
consist in advertising space in the 
News Letter, are as follows: 


tst Prize. Quarter page every week for 
one year $520. 

2d Prize. Quorter page three times a 
month for one year $40c. 

3d Prize. Quarter pageevery other week 
for one year $318, 

4th Prize. Quarter page once a month for 
one year $162.50. 





_CLEVERNESS is not always con- 
vincing. Build your ad to catch 
results, 
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THE SEPTEMBER MAGA- 
ZINES. 


Magazines begin to look like 
their old selves again as fall busi- 
ness brings up the average of ad- 
vertising. Perhaps, in the sweet 
bye and bye, publishers of gen- 
eral mediums will take a leaf from 
the books of railroad magazines. 
For during the dull summer 
months the average of advertising 
carried by the railroad magazine 
fluctuates hardly at all, and for a 
good reason. As much as eighty 
per cent of its advertising patron- 
age comes from other railroads, 
as well as from the companies 
that make the endless things that 
railroads buy in large quantities. 
These corporations advertise as a 
matter of courtesy in many cases 
—at least it looks that way to an 
outsider—and contracts run for 
the full year. So, along in July 
and August, when some of the 
general publications have hardly 
enough publicity to make it worth 
while to lay out an advertising 
section, the railroad magazines 
carry their full allowance of ads 
for hotels, tours, safety brakes and 
patent couplers. Apropos of this 
condition a story is told that is 
interesting if it isn’t true. A new 
advertising manager took charge 
of a railroad magazine and after 
looking over the field sat down 
with a list of corporations from 
which the purchasing agent buys 


supplies. “Gentlemen,” he wrote 
to each one, “on looking over our 
monthly magazine, which you 


doubtless know, I find that your 
advertisement has never appeared 
therein. We should be glad to 
quote you rates, etc.” Nothing 
would have happened to any of 
these corporations had they seen 
fit not to advertise. The commu- 
nication originated without knowl- 
edge of the railroad managers, It 
was not loaded. But the amount 
of advertising that came to that 
railroad periodical in a week was 
something remarkable! 
* * * 

An advertising agent said the 
other day that oftentimes it would 
be worth a great deal of money to 
him to be able to place his hands 
on a certain line of general adver- 
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tising—for example, if a soap or a 
food manufacturer wrote and 
asked how he could improve copy 
being used, it would often result 
in an order to immediately possess 
a collection of the magazine ad- 


ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR SEPTEMBER. 
(Exclusive of Publishers’ own advertising— 
asterisks [*] indicate magazines that state their 
advertising space is sold only for cash.) 
Pages Ag. Lines 





















MI GIWE vacikc oncecicees 153 34,384 
Review of Reviews...++++ 129 29,029 
*Country Life in eonpenes 
COON) so vdecscceses ee 154 26,614 
PEMD Bons cc ubinataseate 114 = 25,536 
National a (Aug.). 108 24,192 
Sunset (August)......se006 104 23,296 
Harper’s Monthly... ec 102 22,740 
ere 101 22,661 
*Ladies’ Home Journal 
MNES dice vicies baxecusn 103 20,600 
COREY .ccscseecccecccces OF 19,488 
*Everybody’s Pe ae 86 19,432 
American Illustrated Maga- 
ZINE. seccesccccees eceeee 80 18,092 
*Four-Track News.....+++ 80 17,920 
Country Calendar (cols.) 121 17,271 
World’s Work. ...cceccece 74 16,579 
System (August)....+.--+. 74 16,576 
oman’s Home Com- 
panion (cols.)....sse000. 81 16,200 
Good Housekeeping pana 7o  ~—- 15,680 
Business Man’s Magazine 
(Aug, ososes. eeccccocees 65 14,612 
World To-Day...,....... 65 14,560 
*Delineator (cols.).......+. 106 =: 14,299 
Ladies’ World (cols.) ..... 66 13,238 
Cosmopolitan....... eeeeee 56 12,617 
Success (COIS,)...- 0004. 71 12,329 
American _ and Gar- 
dens (Ccol8.)....cccces o & 11,644 
LL Aare 49 11,008 
Field aed Stream (August) 48 10,851 
OE BOGE ai sSeeccicesce es 48 10,752 
Normal Instructor (cols.).. 60 10,263 
Housekeeper (cols.) ..++0 56 ~— 10,256 
Appleton’s Booklovers 
agazine ......... coe 644 0— «10,043 
Harper’s Bazaar 44 9,978 
Men and Women om 49 9,856 
Reader Magazine... 43 9,800 
, UO, eee . 2 9,184 
Overland Monthly (Aug.).. 41 9.184 
Metropolitan 2eenee eocceee 40 9,044 
*Woman’s ae, _— , 8,889 
*Designer (cols.)........+.. 63 8,520 
Pearson’s........ 38 8,512 
Atlantic Monthly 37 8,414 
World’s Events (cols.)..... 48 8,355 
ree 36 8,064 
*New Idea Woman’s Maga- 
zine (Cols,)..cccccoccsece 58 7,827 
Se 33 7:44 
Sabarban Life (cols.) . 42 7,072 
Garden ne (cols)... 46 6,637 
ROCTORUOisccccsescccescss 29 6,630 
OT 28 6,440 
House Beautiful... 44 6,366 
Outdoors .....+....+ evccce 27 6.238 
Se Gutusice’ 26 5,936 
OOKMBR.. 20 crccess.00ee 25 5,712 
Theater Magazine (cols.).. 32 5,458 
SE cause osvnceees 2 4;732 
Madame faa: eee 28 4; 
Gunter’s Magazine ...... . 3,920 
Bhs ACOs nc acseacenes 13 3,106 
nl 's renege (cols.) 16 2,668 
0000 eresseeess 19 1,196 








44 





MAGAZINES FOR AUGUST. 


(Exclusive of Publishers’ own advertising— 
asterisks [*] indicate magazines that state 


their advertising space is sold only for cash.) 


Week ending August gs: Cols. 


potas (pages)...... 
yo ea Digest pabensowee 
*Saturday Evening Post.. 
Collier’s...... 
Vogue. 
Outlook (page 
Town Topics. eovee 
Leslie’s =: ooece cove 
Harper’s Week 

*Scientific rveame: hte wibeue 
*Public Opinion. . ....... 
*Christian Herald......... 
= Sunday Maga- 





Ilustrated Sporting News 
Week ending August 12: 
Outlook (pages).......... 


*Saturday sees Post... 
Colfher’s ....0.cccceccs..6 


Literary Digest.......... 
Independent ws = senses 
*Life....sceseseeveeseeeees 


christ 's Weekly......... 
Week ending August 19: 
tg ee eer ree 


* <aturday Evening Post.. 
Outlook (pages)... ....+- 
Town Topics.......++..+. 
He wnat aaa ° 

ndependent (pages)..... 
Leslie’s Weekly.......... 

*Scientific American...... 

*Public Opinion........... 

*Associated site Maga- 


Week ending August 26; 
Outlook (pages) .......... 
CORTE Ss5c00cc0ssescccee 

"Saturday Evening Post. 


Literary Digest.......... 
Town Topics ..... eos vee 
|, ee ere 


In i's Week CS).0.0.. 
Leslie’s W eekly 


_ iii axhaeddcess 


Harper’s Weekly......... 
Illustrated Sporting News 


Totals for August: 


*Saturday Evening Post... 
FES) - eevee 


Independent (pa; 


Ag.Lines 


8,736 
75334 
45514 
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ADVERTISING IN LEADNG WEEKLY 








— 
seeceeeeeeacetererenee 120 16,900 
Literary Digest .......... 10t 14,613 
Town Topics...... ... 84 14,179 
OED vscccdeinsctsenccscs 13,684 
Leslie’s Week! 64 12,701 
Io, 
*Scientific American ...... 4 pany nf 
=e Sunday Maga- 
e2eper, coccccccsece 10,132 
Illustrated Sporting News = 91444 
Harper’s Weekly......... 46 8,552 
*Christian Herald........ 43 7:44 





vertisements published by that in- 
quirer during the past fivé years. 
He wondered that nobody started 
a clipping service which would 
furnish such material. This would 
seem to be a service that every 
advertising agent or writer could 
easily furnish himself, for the 
number of magazines that, if car- 
ried in file regularly, would fur- 
nish representative copy for every 
important campaign, is really quite 
small, If an agent were to file 
Harper’s Monthly, Century, Scrib- 
ner's, McClure’s, Munsey’s, Sat- 
urday Evening Post, Ladies’ 
Home Journal, Delineator and 
Collier’s, and were to purchase 
files of these magazines for the 
past five years (easily got at old 
book stores), would he not have 
pretty nearly everything of im- 
portance that ‘has been done and 
is being done in the general mag- 
azine advertising field? 


* * * 


The Atlantic Monthly has this 
month an article on the Govern- 
ment Printing Office at Washing- 
ton, which gives impressive statis- 
tics about this largest printing 
plant in the world. The United 
States spent over $7,000,000 for 
printing in 1904, and has been 
doing its own printing since 1852. 
Its present plant could not be 
duplicated for $10,000,000. There 
are sixteen acres of floor space in 
the buildings, with 300 tons of 
type, sixty typesetting machines, 
nearly 150 presses of all sizes and 
600 motors. The _ electrotype 
foundry, with a capacity of 2,000 
plates daily, is the largest in the 
world. The storage vaults will 
hold 2,000,000 plates: From 4,000 
to 4,500 persons are employed, 
with a pay-roll of $50,000 weekly. 
During the last fiscal year there 
were purchased 6,366,955 pounds 
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of machine book-paper, costing 
$216,486.43; 41,000 reams of su- 
per-calendered paper and 5,0C0 
reams of coated or “cut” paper, 
$150,000; 57,660 reams of writing 
and ledger paper, $106,000 ; 39,270 
pounds of printing ink, $23,008.68 
216,161 feet of leather, 9,423 dozen 
skins, $97,904.99; 8,015 pieces of 
book "cloth, $46,683.41; 5.975 packs 
and rolls of gold leaf, $33,680.93 ; 
1,303,350 pounds of binder’s board, 
2,086.17; lithographs, engrav- 
ings, and cuts from private con- 
tractors, $272,243.06. A complete 
book is often printed in a day in 
one of the eight divisions, which 
are as follows: First division (day 
and night shifts), Congressiorial 
bills; Second division, special cat- 
alogue and library work; Third 
division, statistics and directory 
work (Census, Blue Book, etc.) ; 
Fourth division, legal composition 
(Supreme Court, etc.); Fifth di- 
vision, technical composition 
(Naval Observatory, Coast Sur- 
vey, Nautical Almanac, etc.) ; 
Sixth division, Congressional Rec- 
ord; Specifications division (Pat- 
ent Office Gazette, Trademarks, 
etc.); Job division. The United 
States is perhaps the most exten- 
sive publisher in the world. Last 
year it issued fourteen periodicals, 
—three daily, three weekly, one 
bi-monthly, and seven monthly, It 
published volumes and pamphlets 
discussing almost a thousand dif- 
ferent topics. This great range of 
subjects included history, diplo- 
macy, biography, and military and 
naval operations in the United 
States and elsewhere; statistics of 
all kinds, laws, finance, and the 
tariff ; education ; mineral re- 
sources, fisheries, and agriculture 
in all its branches; medicine, 
ethnology, geology, and astron- 
omy; coast and interior surveys, 
geographical research, and the 
progress of foreign nations in in- 
dustries, arts, and sciences. Yet 
this great printing plant is man- 
aged by men on small salaries. 
That of the Public Printer for the 
past twenty years has been only 
$4,500 annually, or $84.54 a week, 
while the Chief Clerk gets $2,750 
a year. They are probably the 
worst paid executive men in a 
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great manufacturing plant in this 
country. 
* * * 
The monthly Reader’s Guide to 
Periodical Literature, published 
by the H. W. Wilson Company, 
Minneapolis, has just finished a 
five years’ index of the magazines, 
covering the period from 1900 to 
the end of 1904 in a single alpha- 
betical arrangement. This is a 
re-arrangement of the monthly is- 
sue of this periodical, which gives 
a monthly index to the contents 
of about seventy American maga- 
zines, reviews and scientific jour- 
nals, Exactly 5,181 separate mag- 
azines were indexed in this work, 
and 75,000 articles, the latter be- 
ing supplied with cross references, 
so that almost any information 
printed in an American magazine 
the past five years can be: found 
instantly. The price of this book 
is $15. The H. W. Wilson Com- 
pany is about to issue a publica- 
tion called Library Work, which 
will give a digest of important 
articles in the library journals of 
the world. It will be sent free to 
librarians. 
* * * 
A Ladies’ Home Journal style 
book, selling for ten cents a copy 
and cataloguing 152 pages of pat- 
terns, is now on the newsstands as 
a supplement to the Curtis Pub- 
lishing Co.’s new pattern service. 
This book will appear semi-an- 
nually, spring and fall, and is to 
be kept up-to-date by the owner 
inserting the monthly fashion 
pages from the magazine. The 
September women’s magazines 
have large subscription ads for 
the Ladies’ Home Journal in prep- 
aration for the raise in subscrip- 
tion price that goes into effect 
October 8. Mr. Bok has some live 
stuff on proprietary medicines in 
the September issue of his peri- 
odical. He tells several proprie- 
tary remedy stories in pictures. 
One is a recent advertisement of 
Lydia Pinkham, inviting all 
women to write to her for advice, 
printed alongside a half-tone of 
Mrs. Pinkham’s grave in Lynn, 
Mass., with a monument on which 
the date of ‘her death is plainly to 
be read—"fay 27, 1883. Another 
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is a Peruna testimonial from a 
Congressman as it appeared in 
newspaper advertising, together 
with a letter from the Congress- 
man himself denouncing it as a 
forgery. A third exhibit is the 
advertisement of a name broker in 
Chicago offering letters from per- 
sons afflicted with various dis- 
eases. A fourth is a_ scien- 
tific experiment demonstrating 
how long certain proprietaries will 
burn. It is rather difficult to see 
how anybody is going to start a 
lawsuit on this sort of thing. 
* * x 

The Delineator begins in its 
September issue a series of pure 
food articles that are distinctly 
different from the kind that have 
been appearing the past year in 
many newspapers and magazines. 
By far the greater proportion of 
food adulteration is said to be in 
bulk foods, such as milk, meats, 
etc. These articles, which are to 
run a year, will show housewives 
how to guard against fraud in 
such foods. They will also, it is 
said, endeavor to restore confi- 
dence in widely advertised foods 
which are sold in packages under 
trademarks, showing that the very 
fact that a food article of this sort 
is advertised is almost a guarantee 
of its purity, wholesomeness and 
quality. Frenzied food attacks 
have unquestionably done great 
harm, not to the adulterators, who 
have little to loose or who work 
in the dark, but to food concerns 
with widely known brands, who 
cannot pack up and disappear like 
the sophisticator, or change their 
trademarks. Attacks have done a 
great injustice in denouncing all 
foods, specifying none by brand or 
maker. They have served simply 
to rouse suspicion on the part of 
the public and hurt sales, but 
without affording any protection. 

+ * * 


W. R. Hearst recently made ap- New: 


plication for an injunction which 
would restrain the Colver Pub- 
lishing House from using its new 
title, American Illustrated Maga- 
gine, on the ground that the Sun- 
day section of the New York 
American is a magazine and has 
the only right to that title. The 


application asked for control of 
the words “American” and “Illus- 
trated,” praying that the proprie- 
tors of what was formerly Leslie’s 
Monthly, be restrained from using 
them in any combination. Archi- 
bald Cox, representing the Ameri- 
can II|lustrated Magazine, argued 
that the supplement of the Hearst 
newspapers was in no sense a 
magazine, but an integral part of 
a Sunday newspaper, never sold 
independently, and with pages 
numbered as a mere section of the 
newspaper issue. Mr. Cox con- 
tended that if Mr. Hearst’s claims 
were true his paper had defrauded 
the Postoffice by sending’ a maga- 
zine through the mails at news- 
paper rates. The United States 
Circuit Court held that Mr. 
Hearst’s American magazine sup- 
plement was purely an_ integral 
part of his Sunday newspaper and 
not in any sense a magazine. The 
application was denied. 





MAGAZINE NOTES. 


While the official publication date of 
—- is the roth of the month, here- 

ter the magazine will be on the news. 
stands on the ist. 


Harrison S. Morris, until recently 
managing director of the Pennsylvania 
Academy of Fine Arts, Philadelphia, 
has assumed the art editorship of the 
Ladies’ Home Journal. 


The Cosmopolitan, under the new 
ownership, has been completely altered 
in character. The date of publication 
has a'so been changed from the 1st 
to the 15th of the month. 


The National Magazine for August 
was a Lewis & Clark Exposition nu:n- 
ber, containing special articles and 
aid “‘readers” about the Northwest and 
er many advertising cities. 


The Success article on “How For- 
tunes are Made in Advertising” deals 
this month with some of the advertising 
lore of Mennen’s Talcum, Gold Dust 
and the twins, Quaker Oats and 
Uneeda Biscuit. 


Truman A. DeWeese, of the adver- 
tising staff of the Natural Food Co., has 
an article on the power plants at Niag- 
ara Falls in the tember Four-Track 
s. Pictures and a description of 
the Shredded Wheat plant are also 
given, 


The “Publisher to Reader’ depart- 
ment of Field and Stream makes a 
practice of announcing all catalogues 
and literature issued by its advertisers 
which are likely to be of interest to 
readers. A very good practice for all 
concerned, and one that might be 
adopted by many other periodicals. 
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A new monthly magazine on the ar- 
rangement of the home, called Interior 
Decoration, has been_ established in 
New York. Its publication office is 
in Union Square. 


The advertising contests of the Book- 
lovers Magazine, which were _ held 
among readers to determine which was 
the best advertisement published each 
month, are to be resumed with the Oc- 
tober issue. 


Good Housekeeping has a new form 
of advertising puzzle, a short story 
made up of quotations from advertise- 
ments in the current issue. Readers 
are induced to hunt up the quotations 
in the ads themselves and_ identify 
them, 


Leslie’s Weekly for August 31 has 
an article on “Building up a Common- 
wealth by Printers’ Ink,” describing 
the work of the California State Pro- 
motion Committee and its frequent trips 
over the State to arouse interest in 
municipal advertising. 


Gunter’s Magazine is to print a series 
of articles of interest to women durin 
the next year, running them in the ad- 
vertising pages. This new magazine 
announces that its paid circulation is 
now 70,000 copies a month, and an 
edition of 100,000 is anticipated by De. 
cember. 


The Philistine has an excellent way 
of getting names of prospects for its 
subcription list. Any reader who sees 
an_ article in this monthly which he 
believes will interest a friend (or an 
enemy) is invited to send name and 
address, when. a marked copy is for- 
warded to the person he has in mind, 


A new magazine for children, as yet 
unnamed, is announced for publication 
in early autumn, issued by the Junior 
Publishing Co., New York City. The 
covers for the first year will illustrate 
American history, and a department of 
current history will review news hap- 
penings of the previous month, with 
maps to show where each event 0Oc- 
curred, 


The October issue of the Garden 
Magazine will be a double planting 
number, for which twenty-five cents 
will be charged on the newsstands. A 
double number of Country Life in 
America is also scheduled for October. 
This wiil deal with house-building, 
which has become a fixed quantity in 
this magazine’s annual plan. The news- 
stand price will be fifty cents, but 
there is no advance in advertising rates, 


Street & Smith now have a “trio” in 
Ainslee’s, the Popular Magazine and 
Smith’s Magazine. A campaign of cir- 
cularizing and correspondence to make 
this trio known to general advertisers 
is now under way. The general man- 
ager of these publications is C, C. 
Vernam. Otto Koenig is advertising 
manager, L. C. Tripp New England 
representative and F. A. Berry, Jr., 
Chicago representative, with offices in 
the Marquette Building. A combined 
circulation of 640,000 monthly is claim. 
ed for the three, 


“What the People Read in Great 
Britain” is the September article in the 
Review of Reviews’ series on the peri- 
odicals of all nations. It is naturally 
one of the most important that have 
been published, though the publications 
are considered chiefly from the stand- 
point of fame, literary quality and pop- 
ular prestige rather than advertising 
value, 


Good Housekeeping a'so puts up the 
newsstand price to fifteen cents, though 
its subscription rate remains the same. 
It is intimated, however, that the lat- 
ter will also advance. An “academy 
of immortals’ has been founded in 
Springfield. Ten dollars pays for 
Good Housekeeping for life, without 
further expense, no matter how long 
the subscriber may live. 


_ The Literary Digest now prints on 
its advertising pages a continuous index 
for the preceding three months. Each 
week the subjects for the previous is- 
sue are added and those for the num- 
ber fourteen weeks previous eliminated. 
Readers are thus able to turn to any 
topic during the past quarter. The 

orld To Day also has a cumulative 
index of the current volume which 
grows each month, 


A decided tendency toward improve- 
ment is noticeable lately in Leslie’s 
Weekly. The news photographs and 
other iilustrated features published the 
past summer have been of the first in- 
terest, and this magazine, working with- 
out the advantages of unlimited capital 
in one of the most difficult and costly 
fields of magazine-journalism, grows 
more important month by month. To 
paraphrase Mr, Lawson, Leslie’s Week- 
ly is coming, not gotng. 


The Normal Instructor, of Dans- 
ville, N. Y., is credited with the largest 
circulation of any publication going to 
teachers, its average issue for the year 
1904, according to Rowell’s American 
Newspaper Directory being 124,900 
copies. This magazine was established 
fourteen years ago, and contains be- 
sides general educational articles, many 
departments of educational news and 
comment, with helps for teachers in 
school work. Ten issues a year are the 
rule, from September to June, the va- 
cation months being omitted. 


It is announced that the October is- 
sue of the Butterick Trio went to 
press with $25,000 more advertising 
than has ever been printed in this 
month before. The new color adver- 
tisements ‘of the Butterick Trio have al- 
ready become popular with advertisers, 
and Ralph Tilton’s department is busy 
working out plans and color schemes 
for firms that wish to make the most of 
these resources. To most advertisers the 
Delineator is thought of as the head and 
center of the Butterick Trio, which it 
really is. But the Designer is being 
improved in many ways and is now one 
of the leading magazines in the 
women’s field. Perhaps no other 
women’s magazine is growing at a more 
rapid rate in editorial excellence or 
advertising patronage, 
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Mary Mapes Dodge, editor of St. 
Nicholas since its first issue in 1873, 
died August 21, aged sixty-seven. St. 
Nicholas, which reflected her personality 
for more than thirty years, is probably 
the only periodical of its kind in the 
world in point of exceilence and make- 
up, and stands as the highest type of 
children’s magazine. he Youths’ 
Companion has been its only compeer, 
and is distinctively a magazine for old- 
er readers, 


Paul Meyer, advertising manager of 
the Theater Magazine, says that pub- 
lication wiil henceforth try to give each 
advertisement spoaring in its pages an 
appearance different from the stereo- 
typed form in which it is printed in 
other publications. Artists and writers 
will furnish this service to advertisers 
who desire it. The object is not alone 
to make the advertising fit the Theater 
Magazine’s clientele bringing _ better 
results to advertisers, but to give the 
magazine unity in its make-up. 


Scribner's has issued a little pamph- 
let giving a summary under classi 
groupings of the notable things the 
magazine has published since its foun- 
dation in 1887. A year of Scribner’s, 
it is shown, gives each reader what 
amounts to a reference Hbcary, cover- 
ing history, biography, travel, adven- 
ture, reminiscenses, sociology, philan- 
thropy, science, natural history, art, 
music, literature the drama, etc. he 
complete record of eighteen years’ pub- 
lication makes up a mass of informa- 
tion that will probably surprise ‘even 
those who have followed Scribner’s 
from the beginning. 


In the magazines of last March the 
Bureau of Design, Chicago, specialists 
in advertising copy, offered prizes to 
magazine readers who gave the best 
criticisms of current ads. About twen- 
ty leading monthlies were used and the 
total circulation obtained for the prize 
offer was in the neighborhood of 6,- 
300,000 copies. Pearson’s part of this 
circulation was 251,015 copies, accord- 
ing to that gg gee four per 
cent of the whole. “The total number 
of replies received from all of the pub- 
lications was about 5,000, from which 
number there should be deducted about 
ten per cent to cover the number of 
replies which omitted the mention of 
a magazine and therefore could not 
definitely be traced as to their sources. 
Pearson’s proper contribution of replies 
(based mere! m numerical circula- 
tion stren hy should have been four 

r cent of the net total 4,500—or 180, 

he exact number of replies which 
were absolutely traced to Pearson’s was 
268—about forty-nine per cent more 
than our proportionate share! Of the 
fifty-six prizes, two and one quarter 
should have come to the readers of 
Pearson’s (based merely upon numerical 
circu'ation strength.) Pearson’s read- 
ers did receive nine prizes—three 
hundred per cent more than our pro- 
portionate share. Five of these prize- 
winners were newsstand buyers, and 
four were annual subscribers. The 
winner of the fourth prize in the con- 
test was a Pearson reader.” 
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In the September Appleton’s Book- 
lovers eg od a protest against the 
bui-ding of the Panama canal is raised 
by Harold Bolce, on the assumption 
that this great piece of engineering is 
being undertaken chiefly to furnish an 

ening for American export trade on 
the west coast of South America. Mr. 
Bolce contends that we have neglected 
the eastern coast of the southern con- 
tinent, and brings forward arguments 
and figures in his own characteristic 
fashion. The sluggish American manu- 
facturer comes in for another lecture 
on his neglected opportunities abroad— 
and in the meantime is away behind on 
his orders at home. 


Suburban Life, of Boston, finds that 
it is getting an ever-growing body of 
advertising. Says the editor in the 
September issue: “‘A:though Suburban 
Life is not old enough yet to claim 
any special distinction in the number 
of lines of advertising carried each 
month, yet it is somewhat comforting 
to note that in the record of August 
advertising, with a total of thirty-five 
columns, or 5,980 lines to our credit, 
there were still fifteen well-known 
magazines on the list be ow us, each of 
them carrying a less amount. It seems 
a_ little presumptuous for Suburban 
Life to say that in August it carried 
more advertising than the Designer or 
the Housekeeper, Bookman, Woman’s 
Magazine, Madame, etc., but such, ac- 
cording to our compiler’s list, is a fact. 
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advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion. $10.40 a 
per year, Five per cent discount may be 

if ay for tn advance of rubli- 
en percent on yearly contract 
wholly in advance of first publication, 
without 
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WANTS, 

PECIAI +e -Y in East to handle 
S business of EvenIne BULLETIN, Honolulu. 
Write direct and state terms. 


EW YORK REPRESENTATIVE. 
News or advertising. 
STRINGFIELD, 4 West 10ist Street, N. Y. 


‘THE circulation of the New York World. 

morning edition, exceeds tuat of any other 
morning newspaper in America by more than 
100,000 copies per day. 


ITIONS open for competent news 
workers in all Soyees. Write for 
booklet. FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, 368 Main St.. Springfield, Mass. 
OR SALE—Six Monoline ing Ma- 
chines, will be sold low. Ne rs and 
primes write THE EVENING TIMES St John, 
. B., for rock bottom prices for one or all. 


ONCERNING TYPE—A fovedia of Every- 
C day Information for the, on-Printer Adver. 


tising Man; get ** wise”: 64 pp., 50c. id; 
ag’ts wanted. A. SCARNELL. isoNageau St.NY: 
Nera STOCK WANTED—The adver- 

tiser desires to purchase a valuable in- 
terest in an established daily. Kepublican or 
ea. Address “C. J. M.,” Printers’ 
nk. 


Warm tion by a young man of abil- 

ity as adwriter. Now employed but desires 
achange. Can give ‘erences from pres- 
— - - :aae Address “J. E, H.,” care Print- 
ers . 
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ANTED a thoroughly someon business 


m r for an established farm journal 
—one who will tate a cash dy Best \\ est- 
ern territory. ame © opportunity. pt at 
once, “C. D,7.,” 314 Karbac 4 Karbach Bik., Neb. 


Fimcuis for tend and highly yt original syndicate 
cuts for } nes of trade, banks and 
real estate , ang No Notwo systemsallie Adver- 
tising departments of daily ne rs should 
send for — and specimens. P. OX 86, Los 
Angeles, Cal 


VERY thle gong] and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine, Largest circulation of any 
advertising journal in America, es copy 
free. THK WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 
Newararee. trade journal or magazine con- 
nection desired by young man; 15 years’ ex- 
perience on leading New York and New England 
publications. Good writer, careful editor and a 
worker. Competent to take charge. Address 
“X. Y. Z.,” care Printers’ Ink. 


a \ wr etd CHANCE FOR BRIGHT YOUNG 
—Special Agency needs at once sten- 
aon and ——) with some 


vertising business for office work and to 

saat i soleiting. riches and. references, 
experience and referen 

“SPECIAL,” care Prine ber re’ Ink. wei 


2200 foot Porae odesing 00 tn 


write a sto. 
cash for short stories. No entrance fee, 


no cash for you to pay out. We want 


the best class of stories and pay 
prices forthem. Write Sow letter od par. 
ticulars. Enclose Le for oat. Ot 

F. TERRY, 315 T: 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
ihould use the classified col- 
umns 0! NK, the business journal for 

advertisers, published weekly at 10 _— 8t.. 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. VRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States. 


E ARE ena BROKERS—We are hora of 


-grade tions, but we have hot 
enough = men to fill the opportunities now 
on our li Ra are —. of filling an 
Executive, ‘iert ‘echnical or Salesman posi- 
ton, paying fe om $1,900 to $5,100 y 

for plan and booklet veg ow we can market 
our ability. ti] OODS 
Inc.). Brain Brokers, Suite 511, 309 Broadway, 
lew York. 


ANTED—Clerks and age | with —- 
1 educations on 
ify for reaay positions at 
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‘T RADE PAPER PUBLISHERS 


I seek new connections as oerorticing soli- 


citor. Am now ev; as circ’ mn manager, 
old-established technical journal. Experienved 
solicitor and manager of salesmen, adve 
circulation ‘F -y pu blishing business’ 
Age 32. a r eS a = 
Yaoremn, 8 abscincl able busin Ad- 
dress ** ERN T: ERRITORY, fd Printers” ink, 


RATE. seas “WANTED—A New 
York agency wants a thor- 
oughly experienced newspaper 
or magazine man to take charge 
of its rate department. He must 
know newspaperconditions well. 
A knowledge of rates is not neces- 
sary, although it is desirable, An 
experienced rate man would be 
preferable, but a good live news- 

aper man, or a man experienced 
in special agency work, would 
probably be able to secure the 
position, Character and force will 
count more than technical ex- 
perience with rates, The question 
of salary will be settled satisfac- 
torily with the right man. All 
communications will be regarded 
as strictly confidential, Address 
PRINTERS’ INK, BOX 426, New 
York City. 


Has large de- 

$3,000 Ad Man Piorerand 
ol ir ex) a 

i a to wa 
row Ww ro- enthusiastic 
gressive House, 2: .:s:< 
sensible, convince! “ reason why” writer; 
makes strong, bold di splay. PRINTERS’ INK heart- 
ily. indorses on frequently uses examples of 
work and of his editorial 


many 
and Fetanen careful, competent, 
rgetic; good 0} r; vigoroue worker 
— thant — ker; 5 Clee aoc and al- 
ways watc ness welfare 
helpful whew d Of poneral or “putting in;” sober; 
worthy of — confidence; now and for 
several years with solid two million business, 
and io 7 agent ambitious to goahead; 
2 permanent connection with 
RE ~4 surroundings, but with better 
a to develop and advance with sub- 
ve mercantile business or 
ey company. If you want an ad 


ene! 


man whocan “make good” on foregoing claims, 
address with full particulars or arra pe 
a interview. “REFLEX,” care 0! 


ed 
MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 





write for free copy of my new prospectus and 

endorsements from leading concerns every- men RO Dp TF Ape a hd 
where. One graduate filis 98.000 p! aah gueeee direct to the mail-order buyer. You can reach 
Sa and bon A er in Now York’ owe es ~d = who never see. paper of any Geccription 
cess within a few months to my t hie. | of th Zz aK ao We have reliable agents 


mand exceeds su} suppl 2 
GEORGK H. POWELL. Adsertising and Rusi- 
ness Expert, 1467 Temple Court. New York. 


A WRITER and Designer 
of advertising copy is 
wanted by a leading trade 
journal. Must have had some 
practical experience. Ad- 
dress, giving references and 
salary expected, 
WRITER, 
P. O. Box 521, New York. 


rest is 

well Cassa throughout the United States and 
Cone, and are in a position to place advertisin 

in the hands of any desired class. OU 
DIstKiBUTORS DIRECTORY will be sent free 
of charge to advertisers who desire to make con- 
tracts Lard with. wer Gomeeanes. We guaran- 
tee rrespondence solicited. 
NaT ONAL ADVERTISING Cu., 700 Vakland 
Bank Building, Chicago. 


—__+or——__ 
ADVERTISING MEDIA. 


ARDWARE DEALERS’ MAGAZINE  Cireu- 
lation 17.500 (@@). 253 Broadway, New York. 


“pes EVANGEL. 
Scranton. Pa. 
Thirteenth year; 2c. agate line. 


'MHE next issue of the American Newspaper 
will show that the average issue 
) ee in 1904 was 1,150, Aver- 
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A NY person advertising in PRINTEKS’ INK to 
theamount of $10 or moreis entitled to re- 
ceive tne paper for one year 
'[.HE INDUSTRIOUS HEN, 617 Gay St., Knox- 
ville, Tenn., is the South’s leading Boultry 
a. Read by thousands, she brings her ad- 
isers results. Subscri, subscription, 50 cents a year. 
onan CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 92.152 circulation guaran- 
proven; 350. 000 readers. medium 
sood, ox r mail-oraer and general advertising. 
Rate, 6 conte a line for keyed ads. No proof, no 
pay. 


1,000 

——_+or—___ 
DESIGNERS AND ILLUSTRATORS. 

pn aged illustrating, engrossing, illumi- 


—_—— 
COIN MAILER. 


for $3. 10,000, $20. J $20. Any printing. Acme 
Coin Carrier Co., Ft. Madieon, la. 


nati aera ring tt lit jogra ning, art 6 
ing. TH INSLEY STUDIO. Bway, N. Y. 
PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 


Nep., for copyright lodg lodge cut catalogue. 


Wr pes cata] es, gues, booklets. circulars, adv. 
all hinds \ rite for prices. THE 
BLAIR Pra. Gon bit Main St.. Cincinnati, O. 


Do You Need Printed 
Matter Of Any Kind? 


} have secured the services of the brightest 
man in the advertising business to-day. | 
know what I am talking avout and know 
my man. He is at your service if [do oer 
bp booklets I = bed ~ oe F St 
ets an vertisements, ©: 
catalogue. 


ew t a business card or a large 
ly write me, if interested. 


WM. JOHNSTON, 
PRINTERS’ INK PRESS, 


10 Spruce St., New York. 


Good Printing 


1000 Business Cards 
$1.00 


1000 Bond Letterheads 
$1.50 
1000 XXX White Envelopes 
$1.50 


1000 6x9 Circulars 
$1.00 























Good paper. Printed same day 
received. Cash with order. 








American Printing Co., 
2628 Washington Ave., St. Louis, Mo. 








PRINTERS’ INK, 


CARD INDEX SUPPLIES. 


"HE CARD INDEX QUESTION will be quickly 
and easily ones ye gett pa catalogue and 
price from the manufac means us. 
STANDA KD 1s INDEX ‘CARD — 
Rittenhouse Bidg., Phila. 





ADVERTISING AGENCIES. 


D.4 O’GORMAN AGENCY. 1 Madison Ave. 
e N, ¥. Medical journal advtg. exclusively’ 
OLDEN GATE ADVERTISING CO., 3400-3402 

Sixteenth St., San Franc’ , Cal. 
[HE H. L. IRELAND ADVERTISING AGENCY 
Handles bat one business of a kind. 

925 Chestnut Street, Philadelphia. 
URTIS-NEWHALL CO. Established 1895. Los 
les, Califo: U. 8. A. Newspaper, 

magazine, trade paper advertising. 

A — FRANK & CO., 25 dan ag Street. N. Y. 


General Ke ing, FL Established 
=. Chic: Bosto: iljelphia. Advertis- 
ngof all finds placed in every part of the world. 


ARNHART AND S\WASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboarus, wells. cars, distributing. 
| Nap yg appropriations for Canada are the 
rule with American Advertisers. We can 
achieve results through — selection of 
best motes which = opens. outside aA Can- 





ada rite ESBARATS AD- 
VERTISING AGENCY, *utde oo ‘Mont treal. 
SEntine> Chane 
ADDRESSING. 
ia ey addressed for 7c. per M., wrap- 
from your own list. We sell the 
Standard Auto Addresser. Write us. B. F. 


JOLINE & CO., 123 Liberty St., N.Y. 
RS 
PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Ciren- 
lation 17,500(@@). 253 Broadway, New York. 

ee 
SPECIALIZED PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (©©). 253 Broadway, New York. 
COIN CARDS. 


1 Less ror more any printing. 
GON WRAPPER O.., Detroit. Mich, 


QP PER 
Das) THE 


—_+oo—____—_—_ 
ADDRESSES FOR SALE. 
EW, correct list Mercer Co. heads families, 
rural routes & offices; Bluegrass buyers; 
over 2,000, for $2. D MOCRAT,  arrodsburg, Ky. 
ADWRITING. 


OHN CUTLER, bad R OF ADVERTISING. 
@ Box iz, Boston, M 


The Adwriter’s Rule 


offers to 


THE BUSY MAN 


a short, concise course in adwriting. 
It gives all needed information about 
details in the preparation of ads that 
tell things—that are interesting and 
convincing—that sell goods. It tells 
about type, proofreader’s marks, etc., 
and indicates the selling points of any 
article. 


BY MAIL FIFTY CENTS 
Send for folder 


L. ROMMEL, JR. 
61d Merchant St., - Newark, N. J. 
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. SUPPLIES. 
FOR TIME RE- 


CLOCK CARDS %08,,.™ ae 


1 pecmns delivery; reasonable nen. 

“We pay the freight.” Get estimates. 

FINK & SOS, Fifth st., above Chestnut, Phila. 

NOE HEADINGS of Bond Paper, 54x8% 
inc! with envelopes (iaid p). 100 for 64c.; 5 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

94.50; 5,100 or) for 811.0. 1.00, Bend for samples’ MERIT 


D. css PRINTING INK CO., Limited, 
e of {7 Spruce St., New York. sell more mug- 
aa cut inks than any other ink bouse in the 


“Specaal prices to cash buyers. 
ccanatinenineniipiGiaaiinacas 


AD hie CONSTRUCTORS. 


RHAPS 

recent cir cular of mine. treating of the 
possibilities of the “ Follow Up Letter,’ might 
nterest ding ak bob I will gladly mail you a copy 


No. 47, FRANGIsL L MAULE. 402 Sansom St.. Phila. 


0 4 ADVTG. catch ppeenee and Jed Scar- 
ro’s Philosophy. snug little 
booklet that ought to ys in the inside 
pocket of everybody who advertises. Price 25c. 
accpy. or 5 copies for your clients for a dollar. 
If you rnn a paper sadverth ought to Est a bunch of 


them for oar advertisers. Address, with 
“needful,” RBORO, 557a Halsey St., 
Brooklyn, N. Y. 


OUR STAFF Waiters 
AND DESIGNERS WILL M 
YOUR ADVERTISEMENT AOR 


YOUR .BOOKLET A_ PAYING 


SEND FOR 
Cc. GAMBEE, 
,NEW YORK. 


INVESTMENT. 
ESTIMATES. R. 
FLATIRON BLDG 


I bay eed A SPECIALTY 

of preparing Elec retype Advertisements of 

all sizes (either ais or in series), and upon al- 
esi subject ( (not all subjects), 

tee in all work of this character a 
distinct novelty of treatment, alike in matter 
and manner, that never fails of securing notice 
wherever it appears. 

I invite correspondence from advertisers in 
Trade Journals, Newspapers and Periodicals— 
but especially from the patrons of iy poo 

media—whose — are go * _ wa So paneu- 
tate the circumspection in the farming 
of aes tund tae those who think such costly 
space demands something better than mere 


space-filling 

Rete you like to see samples of such adver- 
tisem 
No. aL. FRANCIS I. MAULE, 402 Sansom &t., Phila. 





MAILING mA CHINES. 


He DICK MATCHLESS MAILER. lightest 
and quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
———_~>—__—_. 


ELECTROTYPERS. 


W E make the electrotypes for PRINTERS" INK. 

We dothe electrotyping for some of the 

largest advertisers in the country. Write us for 

rices. R. CRAWE ORD “& CALDER 45 
St., New York. 





PUBLISHING eee OPPORTUNI- 
TIES. 


H‘YE ene 
a dfsire to maltiply it by six, 
By good pu’ 
rf epportunity is now available 
To do — = tains 
in a high-ton 
Periodical Publish Pee only. 

Teel Period ERSON P. HAR 

Broker - ‘Publishing Soa. 

Broadway, New York. 
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POSTAGE STAMPS, 


8. or Canadian; ship c. ship c.o.d. R. E. ORSER, 
e broker, R. 6, 94 Dearborn St , Chicago, 11). 


——__+>+—___—_. 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17.500(@@). 253 Broadway, New York. 





TIN BOXES. 


[IE you have an attrac _ handy package you 
will sel! more eeees and get better prices for 
them. Decorated tin boxes have a ric appear- 
ance, don’t break, are handy, and preserve ths 
contents, You can buy in one-half gross lots and 
at very low prices, too, ve the folks who 
make the tin boxes for Cascarets, hiuylers, Vase- 
line, Sanitol. Dr. Charles flesh Food. New-Skin, 


end, in fact, for most of the “big guns.” But we 
poy "just as much attention to the: ittle fellows.” 
ter send for our new illustrated catalog. 





ots 0} information, and is 
free. AM RICAN STOPPER COMPANY, 11 
Verona Street, Brooklyn. The largest 
maker of TIN BOXES outside’ the Trust. 





PAPER 


B BASSETT & SUTPHIN,. 

45 Beekman St.. New York ss; 
Coatea papers a speciality. mea Perfect 
White for high-grade catalogues. 


ee 
IMITATION TYPEWRITTEN LETTERS. 
MITATION written .% “ Small Quan- 
Ih tities at § saent , 4 Oe. ; ‘y 95e. 
300. $1.25 ; 500, $ pre} pte rite for booklet 
and carat ben Ba HOEK co., WE 42d 8t.,N. Y. 
——_-- 
POST CARDS, 

bo ge ~R TONES made from photographs of ho- 
ews, business buildings, etc., 
—s forpn printing on postcards. Also print 


poet Prices and samples furnished. 
TANDARD. 61 Ann 1 8t.. ° 


[ 











Hoe- Press 


FOR SALE. 





3-Deck straight-line Hoe Web- 
perfecting Press in perfect condi- 
tion. Prints 24,000 per hour of 
either 2, 4, 6, 8, 10 or 12 pages; 
20,000 per hour of 16, 20 or 24 
pages, seven or eight column 
paper. Complete with up-to-date 
stereotyping outfit. 

Also router and trimmer; 
H, P. electric motor; 
generator and four 
| Linotype motors, 
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one motor 
individual 





| JOHN T. LANDIS, 


Nashville, Tenn, 
| Care of Landis Banking Co. 

















§2 
BOOKS. 
tak FOR PRINTERS.” 2c. by mail. 


better for a Advwriters, 
Men. WM.L.BLOCHER, 


66 
pévections, Mail-Order 
Dayton, 


a — aw PROTECT ECT— 
R. 8. ¥4 += Lacks 
Trade Mark ashingto’ 
Established 180° 


. book mailed 
Patent and 
n, D.C. 





CARDS. RDS. 
p= CARDS of ~~ very description are mente by 
us. Wesbip 


wen world 
ticulars on aay SOUVENIR: POST 
CARD CO., 1140 A491 


HALF-TON TONES. 


oregres. HALE-TONES. 
2x3, 7bc.; 3x4, $1; 4x5, $1.60. 
apy when Ty accompanies the order. 


Send for 
KNO {VIELE ENGRAVING CO.. Knoxville. Tenn. 


gee er or line productions, 10 aamere 
inches or a. ogee = prepaid, 75c.; 
6 or more. 50c. each, with order. All 
newsvaper screens. service day and —_ 


Write for 
Philenelonie® procese-engraver. ¥. O. Bex 815, 





PREMIUMS, 
Rass ~— foods are trade builders. R ma 


pabiishers ond others from the foremost woo haa 
leweilry and kindred 





lines. 500-page list lustrated catalogue, 
pianos annually, “fesue now ready; free. 
MYERS Co.. iw. and 49 Maiden Lane, N.Y. 


TO LET. 


T° LET.—The offices, No. 1 No. 10 Spruce Street. for 
monsty thirty years occupied by ‘eo. P. 
Rowell & Co., Advertising Agents. consisting 
of the store floor. 25x98, and basement and sub- 


= of same dimensions; also —; 8a - 
Possession Hy 4 8th. Apply 
POLAND & WHITING Co., Fstate p= ag 
No. 5 Beekman Stree 


or fo Chas. J. Zinggz, basi- 
ness manager of Printers’ Ink. 





PRINTERS’ INK. 





4DDRESSING MACHINES. 


DDRESSING MACHINES—No type used in 
the Wallace “yo Br aaaressing machine. A 

card index system of addressing used by the 
—- vublisbers throughout the country. Send 
for,circulars. We S addressia at low rates. 
WALLACK & CO.. Murray » New Yor. 
1310 Pontiac Blig., wos Dearborn St., Chicago. I 
+o 


TRADE JOURNALS. 


AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17.500 (@@). 253 Rroadway. New Yors. 


oe Rt ESTATE.” Amsterdam. N. Y.. circu- 
» iation 3.000. for real estate dealers and 
owners; $1 a year; names of buyers each month. 





FOR SALE. 


TAKES bees a nage in os 
and week! 
ment. 

oo = 


$1,00 


town 
1 Paik ent proposition, 
“G.,” care Printe 


manager. 





ADVERTISING NOVELTIES. 


Ae wanted to sell ad. novelties, 254 com. 
3 samples, 0c J.C. KENYON, Uwego.N. Y. 


C= Paper Weights v with your advertise- 
ment, 18u Bou Catalog adv. pocmees 
BUTTON 
e) that are selling well in oid territory. 
RITE for sample and price new compination 
befo 
WHITKH G Cu., Newark, N. J 


free. ST. CO.. St. Louis, Mo. 
og oy local or clos, Cal.” agents wanted. 

Kitchen Hook and bill File. Keeps your oa 
Branches ~y all large cities. 





NS lines of syndicate cu cuts (uo two systems 
O. BUX 86, Los Angel 
re _  aoeaorie and business man. 
HOA 
+o 
DISTRIBUTING. 


| Dag et was placed during the month 
of April in rere town of any consequence 
in the Southeast by the Bernard Advertising 
Service for four of the largest users of house to- 
Ss dines buting in the U. 8. Write for esti- 
mate to CHAS. BERNARD, Savannah, Ga. 








Apverttsers: If you want space in a new 


through this advertisement : 


The Magazine World, 


write us for information at once. We are now securing advance orders from readers 


Writers That will interest you, whatever your work or reading, Readers 
A verse, fiction, or miscellany. Cash for letters from 
New readers. Prize competitions for writers. Copy mailed New 
Market. for ten cents, Idea. 


1205 Broadway, Toledo, Ohio. 


monthly magazine to appear November rst, 











a hundred times over. 


NEWSPAPERDOWS 


General Advertisers’ 
Information Bureau. 


Proprietary Medicine Advertising. 


All daily newspapers are considered good mediums for this kind of business. 
are more so than others. We have on file letters from druggists in eve 
sma)i—that show which of the dailies have brought the best returns to advertisers. 

General advertisers can make use of this Bureau without cost if they are subscribers 
to Newspaperdom. One or two tips would save the subscription price of $2.00 a year 


Some 
city—large and 





150 Nassau Street, 





NEWSPAPERDOM PUBLISHING COMPANY, 


New York City. 








1 re TET 




















BY GEORGE ETHRIDGE, 
READERS OF FRINTERS: 
CRITICISM OF COMMERCIAL ART 





Checkers and chess are excel- 
lent games, thoroughly innocent 
and first-rate mental exercise. 
They are not a good basis, how- 
ever, for the construction of an 
advertisement. Probably most of 
the advertising like that of the 
Williams Typewriter Company, 
reproduced here, is prepared by 
experts or enthusiasts along chess 
or checker lines. Such an adver- 
tisement, cut up into blocks and 
sections and distributed over the 
space, is almost impossible to fig- 





ader this Caver 


isthe 


“ 
2 
m 
ab 
4 
2 
z 
2 
| hy 





\) The New WILLIAMS 


TANTS WWTED sees 
y = WILLIAMS oe co. \ 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 








33 UNION SQUARE, N.Y. 
PREE OF CHARGE! 
MATTER SENT TO MA. ETHRIDGE. 





In the 
revision marked No. 2, we have 
plenty of space in which to tell 
the story—if there is one to tell— 
and an illustration that is attrac- 
tive rather than discouraging. 


nothing to commend it. 


* * * 


“They say” that the purpose of 
the Chickering advertising is to 
associate the Chickering piano 
with the very highest grade of 
surroundings—to make people feel 
that in the homes of those pos- 


AMS 








No.2 





ure out, and therefore little better 
than useless. In this particular in- 
stance the name of the machine is 
so subordinated that it is nearly 
lost, while an unimportant head- 
ing and sub-head that is almost 
unintelligible are made the dis- 
play features. The cut of the case 
enclosing the machine is a very 
poor one for this kind of an ad- 
vertisement, and the advertise- 
ment as a whole has absolutely 





sessing culture and cash this par- 
ticular piano is to be found. The 
advertisement reproduced here is 
representative of a long series of 
ads of this kind appearing in the 
magazines. There is no doubt but 
that the apartment shown is fur- 
nished and decorated in the most 
expensive manner, although there 
is room for much difference of 
opinion as to the artistic qualities 
of the drawing, considered from 
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the advertiser’s point of view. 
The most interesting thing about 
it is the fact that the piano itself 
is so subordinated as to be almost 
entirely lost. At first glance one 
would say that there is no piano 
in the illustration. A more care- 
ful inspection shows that there is 
one, but so far as its advertising | 
value is concerned it might just as 
well not be there at all. The idea 
of advertising a piano by use of a 
magazine page, over dccdenk a 
ers of which is occupied by a pic- | 
ture having no connection with 
the article advertised, and show- 
ing that article in a manner which 


























is anything but impressive, is cer- 
tainly novel if nothing more. 
* * % 


The only trouble with the il- 
lustration in this sleeping bag ad- 
vertisement lies in the fact that it 
is not well drawn. This sleeping 
bag is supposed to be a fine, com- 
fortable, restful and enjoyable 
thing, but the picture does not 
carry out that supposition. The 
fact that the lines in the man’s 
figure are not shown and that his 
head is badly drawn, makes it dif- 
ficult to realize at first glance that 
there is a man there at all. He is 
there, beyond a doubt, but the 
character of the drawing is such 
that one is not likely to feel that a 
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sleeping bag of this kind is either 
a necessity or a luxury. 
* * * 


_ Here is a quarter-page garter 





who has a 


p>“ KENWOOD 
. SLEEPING BAG 


For all conditions of 
Climate and Weather 


Write at once for samples, prices and 
‘dl tadommanten tothe” 


KENWOOD MILLS, ALBANY, N.Y. 











advertisement which is a good ex- 
ample of a small space well used. 








the hose securely— 


neatly—comfortably, 


Sots nay ip rab or chafs the 
rae ting peppeeea a 
Site sade alt felonies 
PIONEER SUSPENDER CO. 
718 Market Street, Phitaceipnia 
Makers of Pioneer Suspenders. 





The advertisement is not crowded, 
yet it shows a very clear and at- 
tractive picture embodying the 
chief feature of the article adver- 
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tised, and another picture, show- 
ing the excellent results obtained 
by its use. The neat appearance 
of the feet and ankles shown are 
sure to make a favorable impres- 
sion upon any man who sees them, 
and to make him feel that this is 
the way his own ankles ought to 
look. This is one of the best ad- 
vertisements of its kind in the 
current magazines. 


Tue San Francisco Bulletin, the 
oldest daily paper in that city, dat- 
ing from 1855, has in preparation 
an elaborate golden anniversary 
number, which will be dedicated 
to a Greater San Francisco, and be 
a resumé of the various industries 
of this city and its environs. It will 
be illustrated with views of promi- 
nent buildings, scenes in and about 
the city and portraits of leading 
men of affairs. The past and pres- 
ent achievements of the city and its 
citizens will be expatiated on. 


THE success of an agency lies 
in investing small appropriations 
so wisely that advertisers will in- 
crease their expenditure to a 
point where a profit can be made. 





THE 


Business Man's Magazine 


and The Book-Keeper 
Should head the list of any 
advertiser who wants to 
reach business men. 

Circulation 100,000. 

Devoted to business sub- 
jects only. 

Read only by business 
men. 

Rate $120.00 a page; 
smaller space pro rata. 

The Book-Keeper Publishing 
Co., Ltd., 
DETROIT, MICHIGAN. 

New YORK: 1170 peeeteen: 


BosTON: 24 Milk 
CuicaGo: 1040 First Nat. Bank Bldg. 
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A BUSINESS 
GETTER 


A thorough newspaper man 
A thorough advertising man 
An all-around man 

A man of ideas 

An originator 
Trustworthy 

Competent 

Vigorous 

Is open for a proposition. 


Any publisher of good 
standing will know him 


His acquaintance with ad- 
vertising is extensive 


Advertising agencies all 
know him 


His ability and integrity 


are unquestioned 


His address is 
“ACLOSER,” 


Care Printers’ Ink, New 
York 


A BUSINESS 
MAKER 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 











Georce R. STEELE, 
The Corner Drug Store Apothecary. 
Main Street and Prospect Street. 
THOMPSONVILLE, Conn. 
Editor Ready Made Department: 
Inclosed ad run in the Thompson- 


ville Press, a oy 2 two issues—no 
sales yet. What is the matter with the 
ad? Yours truly, 


Georce R. STEELE. 





I think the headline is wrong, 
but not so wrong as to kill 
the entire ad. If you were to say 
to a customer: “Don’t look at a 
quarter until it blinds you in sav- 
ing values,” he or she might very 
properly construe it as an intima- 
tion of penuriousness or poor 
judgment, and while it is a little 
less personal in an ad, the in- 
timation is still there to those who 
are “thin-skinned” and inclined to 
take everything literally. “A 
2s5c. tooth brush and a toc. bottle 
of tooth powder for 25c.” would 
make a better headline. The rest 
of the ad is good enough. Such 
an offer is not likely to create 
much excitement, anyhow—the 
cut is not great enough for that; 
but you certainly have a right to 
expect some results in view of the 
fact that Thompsonville has only 
about 5,000 population and the 
Press, according to Rowell’s 
American Newspaper Directory 
for 1905, is rated at “I,” or ex- 
ceeding 1,000 circulation. It is 
barely possible, however, that this 
rating is a little too high, though 
the Press has indicated a desire 
for a still higher one, which could 
not be granted because no infor- 
mation that would warrant it has 
been received by the Directory’s 
editor. This is the ad that failed: 





DON’T LOOK AT A QUARTER 
UNTIL IT BLINDS YOU IN 
SAVING VALUES. 

A bottle of Steele’s Tooth Powder 
and a first-class Tooth Brush for a 

quarter. 

The Tooth Powder is our regular 
ro-cent brand, composed of the best 

dered chalk, castile soap and sugar, 
avored with oil of wintergreen. 

The brush is of pure bristles—the 
guaranteed 25 cent quality. 





35¢c. worth of goods at 25¢c. 
You save a dime and we introduce 
our 10 cent powder. 
GEORGE R. STEELE, 
The Corner Drug Store, Apothecary, 
Main Street and Prospect Street, 
Thompsonville, Conn. 





From the Milford (Conn.) Citizen. 





For the Making 
of Jams and Jellies 


_ The season for making 
jams, jellies and such is 
with us and housekeepers 
are beginning to stow away 
“sweets” for the winter. 
The most careful ones leave 
nothing to chance but weigh 
and measure everything 
that’s used—that insures suc- 
cess. We have the things 
needed for the correct pre- 
serving of fruit. 

Family Scales, 24lb., 8sc. 
to $3. Apple Parere, soc. 


to $1.50. Paring Knives, 
10, 15, 25c. Fruit Presses, 
$1.75 up. Enameled Pre- 


serving Kettles, 49c. up. 
Aluminum Preserving Ket- 


tles, 75c. up. ‘ 
THE JOHN E. BASSETT 
& COMPANY, 


754 Chapel St. 320 State St. 
New Haven, Conn. 











Very Few People Have Any Idea as 
to the Number of Sheets in a Pound 
of Writing Paper, and Probably a 
Good Many Cannot Tell, Offhand, 
How Many Envelopes Are Contain- 
ed in a “Pacrage.” With These 
Two Points Made Clear There Re- 
mains Nothing to Quarrel With in 
This Little Ad From the Pittsburg, 
(Pa.) Dispatch. 





Something New 
to Write On 


A dainty correspondence 
paper, appropriately named 
‘Danish Cloth’—comes in 
gray, blue and white—at 25 
cents a pound—envelopes to 
match, roc. a package. 


J. R. WELDIN & CO., 


429-431 Wood St., 
Pittsburg, Pa. 
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Tue First NationAL BANK oF NAPA 
: Napa, Cal. 
Editor Ready Made Department: 
Some of your bank friends, who ap- 
preciate the particularly valuable sug- 
gestions contained in the Little School- 
master on that most difficult branch of 
advertising, i. €., bank advertising, will 
be glad to see a few more bank ads 
in the Ready Made column. I think, 
if I am correct, that in the seven issues, 
July 5 to Aug. 16, inclusive, we have 
had only one sample bank ad. These 
are a great help to us, and we hope you 
will insert as many as it is possible to 
do without slighting other demands. 
Very truly yours, 
E L. BicKrorp, Cashier, 


The Ready Made Ad Man” 
hereby apologizes for his unin- 
tentional neglect of this important 
line, returns thanks to Mr. Bick- 
ford for the above reminder and 
the expressions of appreciation 
which it contains, and promises to 
treat the Little Schoolmaster’s 
many banking friends with the 
best bank ads to be found in the 
papers which come to his notice, 
among the first of which, by a 
singular coincidence, is this one: 


IN OUR COUPON-ROOMS 
you are safe from observation and in- 
trusion when looking over the private 
papers in your safe deposit box. 

he First National Bank of Napa has 
three of these coupon-rooms for the use 
of its safe deposit customers. 

To secure absolute privacy, they are 
arranged to lock from the inside, it 
desired, and each is provided with a 
writing desk and_ chair. 

You will find there pen and ink for 
writing, pencils and paper for figuring, 
shears for clipping coupons, rubber 
bands, and everything convenient for 
the transaction of your business. 

Use these rooms as often as you 
wish—-the Safe Deposit Box costs you 
no more. $2.00 for a year. 

THE FIRST NATIONAL BANK OF 
NAPA. 











N. E. Cor. First & Brown Sts. 


H. P. Goodman, Pres. J. A. McClel- 
land, Verwns, L. Bickford, 
shier. 





A Meaty Little Ad From the Indian- 
apolis (Ind.) Sentinel, 


| Dividends in 





Diamonds 
A stone bought six years 
avo has increased 100 per 


cent in value and is increas- 
ing 10 per cent a year. 
They grow into money while 
you wear them. Invest on 
| a rising market. 

J. P. MULLALLY, 
Diamond Importer. 

38 Monument Place, 











Indianapolis, Ind. 
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A Kindling-Wood Bargain. From the 


Milwaukee (Wis.) Journal. 


The Price Is Still 
$4.50 


It is not too late to secure 
your winter’s supply of 
kindling at a bargain—the 
50 cent reduction is still in 
effect. 

Hardwood $4.50 per load. 
Mixed, Pine and Maple $4 
per load. 

And remember, you get 
full measure of the dryest 
and finest kindling in the 
city. 

JOHN SCHROEDER 

LUMBER CO., 
Foot of Walnut St. 
Milwaukee, Wis. 














Of All the Coal Ads that Urge Buying 
Coal in the Summer Mighty Few 
Give Any Reasons. This One Is a 
Conspicuous Exception. 





“But What Man Can 
Gather Cherries in 


” 
December. 

No man can buy Coal cheaply 
in December any more than he 
can gather Cherries. The time of 
a is against him. Coal is 

igher, freights are higher, insur- 
ance is higher. The old saying: 
“Buy Coal in Summer and Ice in 
Winter,’’ because each is cheap- 
est — its out-of-season period; 
is probably more appropriate just 
now than ever before. The settle- 
ment of the great Anthracite 
Strike of 1902 placed that indus- 
= on such a footing that the 

ine Owners are able to advance 
the price ten cents per ton per 
month, thus making it of great ad- 
vantage to consumers to get sup- 
plies in early. 

Weare sure it will not pay you 
to delay longer. We have all 
kinds of Soft and all sizes of Hard 
Coals in stock and constantly 
arriving. 

S. CUNARD & CO., 
Halifax, N. S. 











The ad above reminds me of 
another good argument for buy- 
ing coal now, and that is the 
threatened strike to which the 
newspapers are giving a good deal 
of attention just now. Whatever 
your line, always remember to 
watch the news columns of the 
daily papers for points on which 
to base good advertising. 
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Many advertisers write to 
Printers’ INK for made-to-order 
ads, under the impression that the 
Little Schoolmaster is also in the 
adwriting business. The greater 
part of such inquiries are from 
retailers whose copy needs can be 
supplied very satisfactorily from 
the good ads which are repro- 
duced in this department from 
week to week, and whose business 
will hardly justify the expense of 
any special service that is really 
worth having. However, those 
who fail to find in these pages ads 
which are suitable for their par- 
ticular lines (perhaps with slight 
changes to make them fit better), 
will seldom fail to find in the 
Want Ad columns of PRrinTERS’ 
INK the names of professional ad- 
writers whose services may be 
very profitably employed. A care- 
ful study of Printers’ Ink, with 
special .ttention to this depart- 
ment, should fit the merchant or 
an intelligent assistant to prepare 
effective ads for any of the com- 
mon lines of retail business, or to 
adapt the “ready made” ads to his 
purpose. 





This One from the Brockton (Mass.) 
Daily Enterprise Makes a Strong 
Point, But Perhaps It Would be 
Stronger with the Explanation That 
Most Plumbers Send a Competent 
Man and a Low Priced “Helper” 
Who Doesn’t Help Much and Is 
Charged For Out of All Proportion 
To His Wages. 





Like the little drop of 
water, constantly falling, 
wearing the stone; so we, 
constantly repeating the 
statement, expect *to impress 
this upon your mind— 


We Send One 
Man Only On 
Piston Repair 
Jobs 


We_ save you money on 
all Plumbin work—Bath 
Room Supplies — Furnace 
Repairs, etc. 

V. R. DONOVAN & CO., 
Main and Linden Streets, 
r on, Mass. 














One of Evans’ Big Little Ads, from 
the Philadelphia Bulletin, 


| 





Bitters 


A liquor in which bitter 
herbs, or roots, is steeped, 
is considered by many peo- 
ple to be the most excellent 
of medictnes. 

Hostetter’s Stomach, 75¢. 
Hofland’s German, 75C. 
Angostura, 80c. Atwood’s 
Jaundice, 20c. Burdock 
Blood, 8oc. Kaufmann’s 
Sulphur, 85c. Hop, 7sc. 

~y | all medicines list- 
ed in Evans’s Catalogue. 
GET IT AT  EVANS’S 
Seventeenth and Chestnut, 

Philadelphia, Pa, 
Open till 10 p. m. Delivery 
in city and suburbs. 





A Savings Bank Ad From the Albany 
(N. Y.) Times-Union, 
— 





Small Sums 


The Trust Companies and 
Banks (other than Savings) 
have resolved to discontinue 
paying interest on accounts 
less than $500 after July 1. 
Don’t let this worry you, 
but gp your deposits, no 
matter how small, to the 
Albany Exchange Savings 
Bank, where you can get 
3% per cent interest per 
annum on them, compound- 
ed, semi-annually on Octo- 
ber 1st and April 1st. 
ALBANY EXCHANGE 

SAVINGS BANK, 
71 State St., 
Albany, N. Y. 





A Good Hay and Grain Ad from the 
Pittsburg Leader. 





Dog Days 

are hard on man and beast 

—Team owners should look 

to the quality of their feed 

this month. This is best 

done by placing your order 

for our guaranteed Timothy 

Hay and Prime White 

Oats. The price is always 

right and delivered prompt. 

Call us for prices. 

DANIEL  McCAFFREY’S 

SON a 
716-718 Fifth Ave., 

Pittsburg, Pa. 

In the one spot 39 years. 











Raters ASE 





rs eA 
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‘A Good Suggestion, From the Halifax 
(N. S.) Daily Echo. 





A Convenient _ 
Way to Buy Coal. 
a —e 


We have a constantly in- 
creasing number of  cus- 
tomers who purchase their 
Winter’s Coal supply as they 
are ab’e. When they have 
the price, they buy a ton, 
ay for it and have it sent 

ome. A _ little later on 
they get another ton and so 
on until their full supply 
is all in. Doing it this way 
the whole weight of the 
purchase is not fe:t. At the 
same time they have their 
Fuel supply laid in and paid 
for ready for use before 
Winter arrives. 

If you cannot order your 
whole supply at once try 
this plan. We are as pleased 
at receiving an order for 
one ton and give it the 
same attention as one for a 
larger quantity. 


S. CUNARD & CO.,' 
Halifax, N. S. 7 











Looks as Though There is Something 
Doing in Bangor and that Morse & 
Co, Mean to Mix In. Very Good 
For a General Ad. From the Bangor 
(Me.) Daily Commercial. 





More Houses 
Going Up! 


More lumber being called 
for! More builders’ hard- 
ware in demand! More 
paint being used! That’s 
how we feel the pulse of 
the “building boom;” we get 
more orders for lumber, 
more orders for hardware, 
more orders for _ paint; 
they’re coming in now thick 
and fast. 

You are building—perhaps 
a whole new house; per- 
haps just an addition; may- 
be only a little repairing. 
In any case, you want good 
umber, dependable hard- 
ware and durable paint. We 
see that you get it; that’s 
what we’re in business for. 
And we'll let you have it at 
the bottom price every time. 

Call in—in person; or 
call up—by phone. 


MORSE & CO., 
Valley Ave., Bangor, Me. 
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Perhaps Some Savings Bank Advertiser 
Can Make Good Use of the Figures 
In This Clipping from the New York 
Evening Telegram. 





In savings bank deposits 
this country leads the world. 
Our deposits amounted at 
the beginning of this year 
to $3,060,176,611. That sum 
outran German savings by 
$786,000,000, and the Ger- 
man savings outrun = any- 
thing in Europe by $1,600,- 
ooo. But in the amount of 
savings per inhabitant Great 
Britain stands at $22.82, 
Germany at $39.98 and the 
United States at $37.38. 








From the San Francisco Chromtcle. 
Note the Brief but Effective Descrip- 
tion. 

— 


“Fumed” Oak 
Rocker, $11.75. 


Sit in this rocker—you’ll 
find it roomy, but you won’t 
feel it is swal!owing you up 
—the arms, whic curve 
gracefully outward a!ong 
the center, are just the right 
height—the seat and_ back 
cushion are firm but yiela 
gently to pressure, 

Pretty near a_ perfect 
rocker, and that “fumed” 
oak is an exceptional finish 
—it’s a mission design. 

Seat and back upholster- 
ed in leather, 

“BREUNER’S,” 
261 Geary St., Union 
Square, 
San Francisco, Cal. 





This 


Norfolk, Va., is Very Convincing, 


One From the Virginian-Pilot, 








soc. Worth of Violet 


Talcum Powder for 


20C, 

A full pound package con- 
taining just four times as 
much as any 124c. or 15¢. 
box on the market. 

From a quality standpoint 
it is the equal if not the 
— of any powder sod. 

f we were not absolutely 
sure of its purity we would 
not offer it to you at any 
price. 

Only a limited number of 
packages, arid we would ad- 
vise you to order early. 

not satisfactory— 
as back. 

J. W. S. BUTT & CO., 

518 middle Street. 
Norfolk, Va. 
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DEALING WITH A GREAT 
SUBJECT. 

The communication reprinted 


below in small type has been di- 
vided into sections for the pur- 
pose of dealing with it paragraph 
by paragraph: 
Tue Geo. H. Gisson Co., 
ADVERTISING ENGINEERS, 
Park Row BuiLpinG, 

New York City, August 24, 1905. 
Editor of Painters’ Ink: 

Why do you not advertise more to educate 
advertisers concerning the fairness and truth- 
fulness of the circulation ratings in Rowell’s 
American Newspaper Directory ? 

The impression is known to pre- 
vail, in some quarters, that 
PRINTERS’ INK devotes too much 
space to this very thing: 

If the methods by which your ratings are 
determined were generally known by the men 
who Py the cages x | bills, those ratings 
would be more regarded by advertisers and 
more highly valued by publishers. 

It is the impression in this office 
that the methods pursued actually 
are generally known, and that the 
Directory ratings are very much 
regarded by advertisers and very 
highly valued by publishers. 

We are led to write this by the fact that we 
are as often as not disappointed when we 
consult your pages for the circulations of 
journals claimed to be read by manufacturers, 
engineers, contractors, mine operators, mill 
owners or others engaged in the mechanical 
and engineering industries. Undoubtedly the 
most effective and cheapest medium through 
which these people can be reached is the 
trade and technical press, provided the papers 
actually reach enough of the individuals to 
whom we wish to present our agreements. 
You should answer all questions on the last 
point, not only for our benefit, but for that of the 
advertiser and the reputable publisher. 

A rather more careful reading 
of the Directory reports, with the 
various symbols attached, will re- 
veal that all these points are care- 
fully dealt with. If the Directory 
does not accord the paper the cir- 
culation the reader thinks it ought 
to have it will be safe to conclude 
that the paper has not, in fact, at- 
tained to that circulation. 

We admit that in cases where your rating is 
unsatisfactory, we are usually unable to obtain 
satisfactory information elsewhere. 

A good point is made here. 
When the Directory fails to con- 
vey as favorable a report of a pa- 
per as the investigator would like 
to see, he may safely conclude 
that amore favorable report would 
not be warranted by the actual 
facts concerning that paper should 
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they be unearthed and laid bare. 

Nevertheless there is little comfort in your 
“JKL” or“Z” when we want toknow the 

aper’s circulation, regardless of whether the 
ack of exact information is due to your fualt 
or the publisher’s fault, or to aquarrel between 
you. 

When the inquirer is confront- 
ed with a “JKL” rating in the 
Directory he may safely conclude 
that the paper so rated does not 
regularly print so many as a thou- 
sand copies. There is nothing 
strange about that. A thousand is 
a large number. It is said, by 
those in a position to know, that 
among the less than 24,000 papers 
issued in the United States and 
Canada there are more than 4,000 
—that is more than one-sixth of 
the whole—that do not regularly 
print more than 4 quires of paper; 
that is not more than 96 sheets. 
Still some of these liliputians 
will have great futures. The user 
of the Directory may always safe- 
ly interpret a “Z” rating as an in- 
dication that the paper does not 
have so large a circulation as one 
might suppose who took note of 
the vague and indefinite informa- 
tion that the publisher puts forth 
on that subject. The Directory 
has no quarrels with any one. It 
takes every publisher’s word as to 
what his circulation is, if given 
in detail and duly authenticated. 
If the publisher is caught prevar- 
icating his circulation rating is 
afterwards embellished with the 
“doubt marks,” which tell such an 
interesting story. If the publish- 
er conveys no information that 
fact, taken in connection with the 
looks of the paper and the corre- 
spondence with the publisher ex- 
tending over a term of years, 
enables the Directory editor to es- 
timate the circulation with much 
accuracy. 

However, if the advertiser Anew what your 
methods were and had faith in their absolute 
openness and impartiality there would be no 
further difficulty. 

The methods are set forth in 
minute detail on the inside of the 
first cover of the book and the 


page that follows, and in the 
three pages of “Rules and 
Usages” that have place after 


the preface. The publishers of the 
Directory have nothing to lose 
but everything to gain by pursu- 
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ing a policy of absolute openness 
and impartiality, 


We are not advertising agents, that is, wedo }, 


not receive commissions nor deal in advertising 
space, but render only service for a fixed ope | 
in preparin wee for and conducting the ad- 
vertising of products of an engineering nature. 
We therefore have no preference for one pub- 
lication over another, but it is vitally important 
tous that ourclients get returns from their ad- 
vertising. 

If this correspondent will rely 
upon the Directory ratings and 
disregard statements calculated to 
throw doubt upon their reliability 
and impartiality, he will serve his 
patrons better than by pursuing 
any other course. Let him con- 
vince himself concerning the char- 
acter of a publication by examin- 
ing a copy; then look in the Di- 
rectory to see the circulation ra- 
ting accorded. If the latter is not 
satisfactory let him see that his 
patron keeps out of that paper and 
devotes the money so saved to 
emphasizing his announcements in 
other papers that not only look 
business-like but also have cir- 
culations given in Arabic figures in 
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the LATEsT issue of the Directory. 


We believe that the American Newspaper 

Directory, by being more authoritative, could 

more serviceable in attaining that result. 
Respectfully, 


If Mr. Gibson will digest all 
that has here been said, and act 
upon the suggestions given, he 
will greatly aid his clients; in- 
crease his own usefulnes; and be- 
come an important help in ex- 
tending the knowledge of the 
great excellence and exceeding 
usefulness of Rowell’s American 
Newspaper Directory, work upon 
the 38th annual revision of which 
is now in progress. 


“Coot Furniture” and Furni- 
ture for Men” are two artistic 
booklets issued by the Geo. C. 
Flint Co., West Twenty-third 
street, New York. The booklets 
bear the imprint of Rogers & Co., 
printers. 

















Everlastingly Grinding. 


During the month of August I received and filled 807 
orders, every one of which was accompanied by the 
cash, otherwise the goods would not have been shipped. 
They represented thirty different States and four foreign 
countries—viz., Canada, Mexico, China and British 
India. This is not such a slow record, taking into 
consideration that August is the dullest month of the 
year and that no traveling salesmen are employed, and 


that every one must plank down the money in advance. 
Whenever a purchaser feels dissatisfied with his bargain 
lam always ready to take back the goods and fully re- 
imburse him for his total outlay, including transporta- 


tion charges. Send for my price list and compare it 
with what you were charged for inks on credit. 


ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, NEW YORK. 
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The 1905 Issue 


Rowell’s American Newspaper Directory is a book 
published annually, which gives complete information 
about the greatest industry in the whole world. 

It is complete, succinct and practical. 

Collectively the newspapers and magazines of America 
own more power than all the governments on earth. 

In dollars and cents of capital and earnings, the busi- 
ness ranks with the greatest; and in importance, influence 
and real value, no other compares with it. 

Conceive for an instant the obliteration of all the 
newspapers! 

Imagine the discontinuance of all the magazines, and 
of those journals pertaining to the various trades and pro- 
fessions. 

There are more than 23,000 different periodical publi- 
cations issued in the United States. 

Every county has its local weekly. Every city has its 
dailies. Every trade has one or more journals or magazines. 
Art and literature in their highest types are disseminated 
in the great monthly magazines and in the national weeklies. 

The growth of these publications in strength and num- 
bers has been coincident with the growth of business in 
America. 

Newspapers and business are interdependent. 

Without a dependable statistical record of publications, 
. their growth could never have reached its present pro- 
portions, and the difficulties of the transaction of general 
business would be multiplied. 

Not only the advertiser is interested in Rowell’s 
American Newspaper Directory, but every considerable 
business house has use forit. It is supplemental to the 
commercial agency book and the atlas. 

It is a positive necessity to the man who expends even 
a few thousands per year in advertising. 

It is a profitable investment for the man who expends 
as little as five hundred dollars per year. 

It is valuably suggestive tothe man who spends nothing 
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for general advertising but who believes that ‘‘sometime” 
he may like to consider such a possibility. 

Even to those who do not now, and never will ad- 
vertise, Rowell’s American Newspaper Directory is valuable 
for the information it contains. 

The general prosperity and intelligence of any county, 
or any State, can be judged more quickly and accurately 
from a knowledge of its newspapers than from commercial 
reports. 

A county with live newspapers is a live county and a 
good place to get business from. 

Trade and credit are best where newspapers are best. 

Rowell’s American Newspaper Directory gives the 
name, location, date of establishment, publisher’s name, 
size, date and frequency of issue, politics and circulation of 
every publication in the United States and Canada. 

These are classified alphabetically by towns and States, 
again by character, or class, or trade. 

You wish to know the leading Republican newspaper 
in Des Moines—turn to Iowa and to Des Moines. 

4 You wish to know if a paper is published in a new Okla- 
homa town—turn to Oklahoma and the town. 

You wish to see graphically how many towns in 
Indiana are enterprising enough to support papers of over 
1,000 circulation—turn to the map of Indiana, which shows 
such towns and no others. 

You wish information of any given line of trade, but 
you do not know if, or where, or by whom, there is pub- 
lished any journal devoted to that trade—turn to the 
classification by trades and get the name, place, circulation 
and frequency of issue. 

Is there a journal of taxidermy, of photography, of 
iron, of mining, of stoves, coal, or hay? 

The Directory will tell. 

Who better than the editor of a trade paper knows the 
new and old things of his trade ? 

The Directory will let you reach him with your query. 

Do you wish to judge the conditions in any given 
town or city? Do you wish to know what your customer 
is pushing and what is his competition? Do you wish to 
write him an intelligent letter about his local conditions ? 

What better than an examination of his local news- 
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papers containing his own and his competitor’s advertising? 
Where will you find the names and addresses of the papers 
so you may secure copies ? 

. These are a few of the uses of Rowell’s American 
Newspaper Directory. 

It should have a place in every business office where 
a knowledge of the general conditions of the next county, 
or the furthest State is desirable. 

No man can spend an hour perusing its pages without 
acquiring a broadened vision of the country, its possi- 
bilities, and the facts and potentialities of his own business. 

Rowell’s American Newspaper Directory differs from 
other newspaper directories primarily in point of accuracy. 

It was established thirty-seven years ago by Mr. Geo. 
P. Rowell. 

Prior to its first issue, there did not exist any pub- 
lished list of American periodicals. 

Through all of its years, the Rowell Directory has 
been the only one which made any serious effort to secure 
accurate circulation statements from publishers. Its 
strenuous pursuit of the facts about the number of copies 
actually printed has made for it many cherished enemies 
among those who did not wish the truth to be known. 

On November 10, 1904, Rowell’s American Newspaper 
Directory passed into the hands of the Printers’ Ink 
Publishing Company. It is an absolutely independent 
publishing enterprise. 

Copies of the Directory are sold only for cash. Ad- 
vertising space can be secured for cash only. 

This isthe only Directory of which these things are true. 

It is the only Directory seriously regarded by large 
advertisers, and even advertising agents who publish di- 
rectories of their own, generally find that they must depend 
upon Rowell’s American Newspaper Directory for real 
information. 








Cloth and gold; over 1,500 pages. $10 net cash, sent carriage 
paid upon receipt of price. 


SEND ORDER AND MAKE CHECKS PAYABLE TO 
CHAS. J. ZINGG, Manager, 
to Spruce Street (up stairs), NEW YORK CITY. 








